JUNE  10,  2002 


THE  NEWSMAGAZINE  OF  THE  FOURTH  ESTATE®  SINCE  1884 


$4.00 


p  Takes 

hiloiirflaliiDiiie 

Editor  targets  new  readers  - 
right  where  they  live.  But  will 
the  ‘Personal’  touch  work? 
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Zits  really  rocks!  Perhaps  a  dozen  comics  have  reached  this  major  industry  milestone 
and  Zits  has  done  it  faster  than  any  other  in  history!  Join  us  in  congratulating  award¬ 
winning  cartoonist- writer  Jerry  Scott  and  the  Cincinnati  Enquirer’s  Pulitzer  Prize 
winner  Jim  Borgman  on  their  creativity  and  success.  ZitS  is  simply  AWESOME  and 
so  are  the  newspapers  around  the  world  that  have  brought  it  to  their  readers! 

If  you  don’t  have  Zits  yet,  what  are  you  waiting  for? 

For  samples  and  rates  where  available,  call  your  local  King  Features  representative  or 
George  Haeberlein,  Vice  President,  Worldwide  Syndication  Sales  at  800-526-KING, 

Ext.  4110  or  e-mail:  ghaeberlein@hearst.com  ^  A  — 
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THE  SLASeERGENIAN  HERESY 

The  beauty  of  the  Internet  is 

that  free-lance  cartoonists  no  longer 
need  to  rely  on  companies  such  as 
Cartoon  Resource  or  Cartoonbank.com  to 
reach  their  markets  [“Cartoon  sites  seek  a 
piece  of  the  action,”  May  27,  p.  20]. 

The  Internet  makes  it  very  easy  for 
cartoonists  to  deal  directly  vvith  publishers. 
Webmasters,  and  other  buyers  from  around 
the  world.  Using  an  agency  to  distribute 
your  work  is  old  mentality  in  new  media. 

RANDY  GLASBERGEN 
FREE-LANCE  CARTOONIST 
Address  Withheld  by  Request 

THINKING  OUTSIRE  THE  (RIG)  ROX 

1READ  WITH  INTEREST  YOUR  ARTICLE 

“Monster  in  a  box”  concerning  the 
effects  on  small-town  businesses  when 
Wal-Mart  Stores  Inc.  opens  its  Super¬ 
centers  [May  27,  p.  8].  It  is  disturbing  — 
and  the  fact  Wal-Mart  doesn’t  use  news¬ 
paper  in  its  media  mix  also  is  alarming. 

However,  it  is  very  successful,  and  I  think 
it  behooves  the  newspaper  industry  to  find 
out  why  it  is  so  successfiil  without  our  help 
and  find  out  what  we  can  do  to  help  the 
businesses  that  are  affected  by  Wal-Mart. 
We  need  answers,  not  sob  stories. 

DAVID  A.  RAESE 
PUBLISHER 
The  Dominion  Post 
Morgantown,  W.Va. 

CONTROL  FREAKS  ACROSS  AMERICA 

1  ENJOYED  THE  EXCELLENT  ARTICLE  ON 
Wal-Mart  by  Mark  Fitzgerald  —  well- 
written  and  -researched,  it  was  a  real 


I  eye-opener  [“Monster  in  a  box”].  Even 
though  our  paper  has  never  had  any  contact 
i  with  Wal-Mart,  the  description  of  its  im- 
:  pact  on  print  media  struck  home.  Concem- 
!  ing  one  aspect  of  that  impsict  —  Wal-Mart’s 
determination  to  eschew  print  advertising 
i  —  the  company  is  typical  of  businesses  that 
feel  uncomfortable  rubbing  shoulders  with 
competitors.  Such  businesses  exist  in  many 
:  communities;  they  are  the  ones  that  attain 
a  comfort  level  only  when  they  are  in  total 
control  of  the  advertising  environment. 

It  strikes  me  that  the  Wal-Mart  mentali¬ 
ty  exists  across  America.  As  a  Jewish  paper, 
we  experience  it  in  a  somewhat  different 
context  than  described:  namely,  in  the 
businesses  (Jewish  and  non-Jewish)  and 
charities  (Jewish)  that  shun  Jewish  papers 
for  one  reason  or  another,  but  (perhaps 
unlike  Wal-Mart)  still  reach  out  to  them 
for  support  in  promoting  their  efforts. 

DOUG  WERTHEIMER 
EDITOR 
Ch  icago  Jewish  Star 
Skokie,  Ill. 

M.ORN'TTELL 

You  PRAISED  THE  CaPE  COD  DmES 
of  Hyannis,  Mass.,  as  a  “gorgeous 
newspaper”  [“10  that  do  it  right,” 
May  20,  p.  10],  but  you  did  not  include  any 
examples  of  the  publication’s  pages. 

I  teach  editing  and  layout,  and  I  like  to 
show  my  students  examples  of  interesting 
and  well-done  designs.  Ne.xt  year,  please 
include  some  examples.  Thanks  in  advance. 

LYNN  KLYDE-SILVERSTEIN 
ASSISTANT  PROFESSOR  OF  JOURNALISM 
AND  MASS  COMMUNICATIONS 
University  of  Northern  Colorado 
Greeley,  Colo. 


- 50  YEARS  AGO  - - 

NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


JUNE  14,  1952: 

Scientific  management  techniques 
are  available  to  assist  the 
cost-conscious  newspaper 
business,  but  they  are  being 
ignored,  the  American  Newspaper 


Publishers  Association's  Mechan¬ 
ical  Conference  was  told  this  week 
by  Martin  M.  Reed,  president  of 
the  Mergenthaler  Linotype  Co. 

Sears,  Roebuck  &  Co.  continued 


last  year  as  newspapers'  biggest 
customer  at  the  retail  level  with 
the  Chicago-based  company 
spending  a  record-breaking  total 
of  $31,576,600  on  newspaper 
advertising  in  1951. 
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SUNNY  SIDE  OF  THE ‘STREET’ Paul 

E.  Steiger  has  kept  a  stiff  upper  lip 
i  while  leading  ITie  Wall  Street  Journal 
\  through  its  recent  troubled  times  — 
i  but  he’s  also  helped  the  once-stufiy  I 
paper  to  let  its  hair  down  . 12 

I  E&P  NEWS 

i  Churn,  churn,  churn  If  j 

there  is  a  season  for  turnover  in  the  j 
editor’s  chair,  then,  by  all  accounts,  j 
that  season  is  now . 5  | 

!  Give  them  Liberty  Illinois-  I 
I  based  Liberty  Group  Publishing  ! 

I  is  taking  it  to  the  Street  with  plans 
for  a  $225-million  IPO . 6  ! 

;  Getting  high  Prices  of  shares  ' 
in  newspaper  companies  have  soared 
above  the  S&P  500  Index  lately,  but 
the\'  may  be  in  for  a  hard  landing  . .  .8  [ 

A  PAPER  NAMED  SlOUX  Lee  j 
Enterprises  Inc.  gets  the  other  half 
of  the  Sioia:  City  (Iowa)  Journal  in 
a  deal  valued  at  about  $60  million  .  .8  i 

I  Sound  of  silence  Mum’s  the  ' 
word  for  the  feds,  but  the  Investigative 
Reporters  and  Editors  lets  it  be  known 
that  loose  lips  float  boats  . 9  i 

Beantown  ‘Betrayal’  The  * 

Boston  Globe's  investigative-reporting 
staff  produces  a  book  on  the  Catholic  , 
priest  sex-abuse  scandal . 9  i 

i  DEPARTMENTS 

NEWSPEOPLE  Sharon  Mandell  joins  ; 

Knight  Ridder  Digital . 10 

EDITORIAL  The  Mountain  Citizen 

raises  its  voice  over  water  wav’s - 11  , 

TECHNOLOGY  J.G.  Ghormley  Jr.  was 

in  the  vanguard  of  web  offset . 24  , 

SYNDICATES  Women  weren’t  in  the 

news  —  thus.  Women’s  Enews  . .  .25  ■ 

“30‘  Allan  Wolper:  Press  can’t  shy 
away  from  priests’  abuse  of  nuns  .  .26 

Classified  . 15 
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We  are  listening 

New  methods  and  approach 
International  products  and  capabilities 
New  presses,  tower  additions,  latest  features 
Lifetime  parts,  service  and  enhancement  programs 

...  see  for  yourself  at  NEXPO®,  Booth  1337 
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The  Republican- 
dominated  House 
of  Representatives  on 
Thursday  voted,  as  it 
has  before,  for  repeal 
of  the  federal  estate 
tax,  which  is  blamed 
for  the  demise  of 
family-owned  news¬ 
papers.  The  vote  was 
256-171. 

The  Denracratk- 
controlled  Senate  is  to 
take  up  the  issue  in 
coming  weeks.  Last 
year’s  big  tax-cut  bill 
gradually  eliminated 
the  so-called  death 
tax,  but  lets  it  spring  . 
back  to  life  in  2011. 
The  new  legislation 
seeks  to  make  the 
repeal  permanent. 

-  TODD  SHIELDS 


tion,  the  St.  Louis  Post-Dispatch,  and  The  Neu's  £5? 
Observer,  in  addition  to  the  Free  Press.  The  Saint 
Paul  (Minn.)  Pioneer  Press  promoted  Managing 
Editor  Vicki  Gowler  to  editor  (replacing  Walker 
Lundy,  who  went  to  The  Philadelphia  Inquirer),  but 
she  was  not  the  first  woman  in  that  post. 

“It’s  something  to  celebrate,”  Melanie  Sill,  The 
News  ^  Observer's  new  executive  editor,  said  about 
tbe  growing  number  of  women  editors.  “Those  num¬ 
bers  will  only  continue  to  grow.” 

The  papers  cite  various  reasons  for  the  changing 
newsroom  leadership  —  ranging  from  retirements 
to  forced  resignations  to  at 
least  one  death.  Industry' 
veterans  blame  the  high 


During  the  past  18  months, 
it’s  been  churn,  baby,  churn, 
at  top  of  newspaper  mastheads 


BY  JOE  STRUPP 

WHEN  THE  Detroit  Free  Press  named 
Carole  Leigh  Hutton  its  first  woman  ex¬ 
ecutive  editor  last  week,  the  paper  joined 
an  unusually  long  list  of  major  dailies  that  have 
named  new  editors  over  the  last  year  or  so,  includ¬ 
ing  a  string  of  appointments  in  just  the  past  few 
months.  “This  is  a  lot  more  churning  than  usual 
at  major  newspapers,”  said  Scott  Bosley,  executive 
director  of  the  American  Society  of  New'spaper 
Editors.  He  called  it  a  “fairly  significant”  trend.  ^ 
Since  the  beginning  of  this  year  alone,  new  g 
editors  have  been  named  or  started  work  at 
the  Houston  Chronicle,  the  Star  Tribune 
in  Minneapolis,  The  Denver  Post,  The 
News  Observer  in  Raleigh,  N.C.,  and 
The  Des  Moi nes  ( Iowa)  Register  —  with  all  ^ 

but  one  coming  from  another  newspaper.  ^  ^ 
In  fact,  one  telling  fact  is  the  large  number  ’ 
of  newspapers  hiring  from  outside  their  own 
walls.  Of  17  major  dailies  that  have  hired  new 
editors  in  the  past  18  months,  only  six  chose  to 
promote  from  within. 

The  revolving  editorial  door  also  has 
produced  new  gains  for  women,  who 
became  top  editors  for  tbe  first  time 
at  The  Atlanta  Joumal-Constitu- 


Citing  high  debt 
levels  and 
continuing  adver¬ 
tising  weakness, 
Moody’s  Investor 
Service  recently 
downgraded  Media- 
News  Group  Inc.’s 
credit  rating  and 
warned  it  may  do  the 
same  with  the 


Carole  Leigh  Hutton  (right),  Melanie 
Sill  (top,  far  right),  and  Vicki  Gowler 
are  among  the  newest  editors  of 
major-market  daily  newspapers. 
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Tribune  Co.'s  rating. 

Moody’s  reduced  its 
rating  on  MediaNews’ 
senior  unsecured  debt 
to  “B2,”  in  the 
midrange  of  its  non- 
investment-grade 
ci^it  ratings.  The 
agency  said  it  was 
concerned  about  the 
$976  million  in  long¬ 
term  debt  held  by  the 
Denver-based  privately 
owned  chain. 

Moody’s  said  it  may 
downgrade  its  invest¬ 
ment-grade  “A2”  rat¬ 
ing  on  Tribune's  senior 
unsecured  debt  and  its 
“Prime- 1,”  or  highest, 
rating  on  the  Chicago- 
based  media  giant's 
short-term  debt. 
Moody's  said  Tribune, 
with  about  $4  billion 
outstanding,  had  been 
slow  to  reduce  debt 
relative  to  its  operating 
cash  flow. 

-  MARK  FITZGERALD 

NARATWr 
COULD  WIDEN 

Writers  at  The 
Washington 
Post  say  they  may 
stage  a  second  byline 
strike  —  and  may 
refuse  to  provide 
midday  updates  to  the 
newspaper's  Web  site. 

Only  a  handful  of 
Post  bylines  appeared 
where  dozens  normal¬ 
ly  would  have  been 
seen  on  Wednesday 
and  Thursday.  The 
action  comes  in  the 
midst  of  a  contract 
dispute  between  the 
Post  and  the  Washing- 
ton-Baltimore  News¬ 
paper  Guild,  which 
represents  1,450 
Post  workers.  Issues 
include  pay  and 
vacation. 

-  TODD  SHIELDS 


turnover  on  several  factors,  including  a  growing  i 
control  of  newspapers  by  large  corporations  that 
want  new  faces  in  their  newsrooms,  a  host  of  layoffs 
and  buyouts  at  troubled  papers,  and  pressure  on  j 
editors  to  boost  circulation. 

‘The  editor’s  job  is  very  different  than  it  was  10  or  j 
20  years  ago  —  readers  are  j 

more  demanding,  and  there  j 

is  more  [media]  competi¬ 
tion,”  said  Orage  Quarles  III, 
publisher  of  The  News  £5^ 

Observer.  | 

Al  Cross,  president  of  the 
Society  of  Professional  Jour-  j 

nalists  and  a  columnist  at  The  \ 

Courier-Journal  in  Louis-  i 

ville,  Ky.,  agreed  that  in-  j 

creased  burdens  on  editors  are  driving  the  changes.  I 
“A  lot  of  the  change  is  due  to  that  stress,”  he  told  i 
E^P.  “When  that  is  going  on,  you’re  going  to  have  a  ! 
high  turnover.”  i 

Sometimes,  it  is  useful  to  have  somebody  come  in  | 
“and  show  a  different  way  to  skin  the  cat,”  said 
Alberto  Ibargiien,  publisher  of  The  Miami  Herald, 
which  has  gone  through  two  changes  in  editor  since 
2000.  “When  you  have  a  lot  of  habit  established,  it  i 
is  very  important  to  have  someone  come  in  and  i 
blow  it  up.”  j 

Ibargiien  used  that  theory  when  he  hired  Martin  i 
Baron  away  from  The  New  York  Times  in  January 
2000  to  replace  longtime  Executive  Editor  Douglas 
C.  Clifton,  who  left  after  nine  years  to  head  The  \ 
Plain  Dealer  in  Cleveland.  While  Ibargiien  praised 


Clifton’s  work,  he  said  such  a  long  tenure  sparked  | 
a  need  for  an  outsider’s  view.  But  when  Baron  left  i 
last  year  to  head  The  Boston  Globe  newsroom,  j 
Ibargiien  believed  enough  change  had  occurred  j 
and  promoted  then-Editorial  Page  Editor  Tom  | 
Fiedler  to  the  top  spot. 

Deciding  whether  to  promote  from  within  or  to  j 
seek  an  outsider  is  probably  the  hardest  part  of  ! 
choosing  a  new  editor,  publishers  admitted.  Each 
said  the  needs  of  the  paper,  as  well  as  the  pool  of  j 
applicants,  determine  that  part  of  the  process.  !  j 

“Change  sucks!”  quipped  Arthur  O.  Sulzberger 
Jr.,  chairman  of  the  New  York  Times  Co.  and  pub¬ 
lisher  of  The  New  York  Times,  when  asked  about  i 
choosing  a  new  top  editor.  “A  lot  of  that  [choosing 
between  outsiders  and  insiders]  is  a  question  of 
timing  and  situation.” 

Sulzberger,  whose  company  owns  18  newspapers, 
including  the  Globe,  broke  a  long-running  practice  ! 
of  promoting  from  within  at  the  Globe  by  hiring 
Baron.  “No  one  [at  the  Globe~\  was  quite  ready 
to  take  the  role,  in  our  judgment,”  Sulzberger  told 
EiJP.  “For  a  variety  of  reasons,  it  made  sense  to 
go  outside.” 

William  Dean  Singleton,  chairman  of  MediaNews 
Group  Inc.  and  publisher  of  The  Denver  Post,  took 
the  same  view  last  month  when  he  hired  Gregory  L. 
Moore  away  from  the  Globe  to  be  the  Post's  new  edi¬ 
tor.  Moore  becomes  the  Post's  fourth  editor  since 
1989  —  all  four  coming  from  another  newspaper.  “If  1 1 
you  want  change,  you  go  outside,”  Singleton  said 
about  the  choice.  “I  think  we  had  become  a  bit  stale 
and  predictable.”  11  1 


A  $225-miUion  IPO  in  the  offing 

Liberty  readies  for  opening  bell 


BY  MARK  FITZGERALD 

CHICAGO 


Liberty  Group  j 

Publishing  Inc.  j 

served  notice  last  ! 
week  that  it  is  reaching 
for  a  new  stage  of 
growth.  The  small-town  i 
newspaper  publisher  —  ! 
which  in  its  first  two 
years  ballooned  to  330 
papers  from  l60,  only  | 
to  sit  out  these  last  two  j 
years  with  no  acquisi-  I 
tions  at  all  —  filed  for  a  j 
$225-million  initial  j 
public  offering  (IPO)  of  I 
common  stock  that 
would  be  listed  on  the  i 


Nasdaq  Stock  Market. 

In  its  filing  with  the 
U.S.  Securities  and 
Exchange  Commission 
(SEC),  the  Northbrook, 
Ill.-based  chain  said  it 
would  continue  to 
follow  a  “disciplined 
acquisition  program”  to 
add  to  its  67  paid 
dailies,  140  paid 
nondailies,  and  123 
total-market-coverage 
publications. 

IPO  proceeds  will  be  ] 
used  to  buy  up  senior  | 
discount  debentures 


Executives  at  Liberty:  Scott  Champion  (left),  Gerry 
Smith  (center),  and  Kenneth  L.  Serota 
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FROM  TOP:  JOHN  TLUMACKI/THE  BOSTON  GLOBE;  ANDREW  WESTEL/LIBERTY  SUBURBAN  CHICAGO  NEWSPAPERS 


A  winning  combination 
of  excellence  and  values 


Each  year  at  Tribune 
Company's  annual  meeting 
of  shareholders,  we 
recognize  outstanding 
employee  performance 
with  two  distinct  awards. 

The  first  is  the  Tribune 
Management  Award, 
which  honors  a  person 
or  team  for  putting 
management  skills  to 
work  and  achieving 
remarkable  results. 

The  other,  the  Tribune 
Values  Award,  is  given 
to  those  who  best  exem¬ 
plify  Tribune  Company's 
eight  values— citizenship, 
customer  satisfaction, 
diversity,  employee 
involvement,  financial 
strength,  innovation, 
integrity  and  teamwork. 


TRIBUNE  MANAGEMENT  AWARD 


From  left: 

Steve  Lee 

Senior  Vice  Presideut/Circulation  and 
Consumer  Marketinf>.  Los  A nffeles  Times 

Mark  Kurtich 

Senior  Vice  Presideni/Operations. 

Los  Angeles  Times 


Steve  and  Mark  were  honored  for  their  outstanding  leadership,  ability  to  man^e  change  and  commitment 
to  excellence.  Their  extraordinary'  efforts  have  set  the  stage  for  long-term  success  at  the  Los  Angeles  Times. 

Steve  took  the  lead  in  creating  and  implementing  a  new  circulation  and  pricing  strategy  that  delivered  a 
$30  milUon  improvement  to  the  Times’  bottom  line.  He  also  helped  establish  a  highly  effective  media 
campaign  promoting  print  and  online  classified  advertising  for  CareerBuilder. 

Mark  led  a  team  that  greatly  increased  efficiency  in  operations.  Accomphshments  include  a  reduction  in 
newsprint  waste  that  saved  the  Times  more  than  $3.5  milfion.  Other  process  enhancements  will  generate 
$14  million  in  annual  savings.  Mark  also  assembled  a  new  management  team  in  operations  that  is  keenly 
focused  on  continuous  improvement. 


TRIBUNE  VALUES  AWARD 


From  left; 

Frank  Callea 

l?irector/Product  Det  vlopment 

Rebecca  Brown 

Director/Product  Dei  vlopment 

Julianna  Cole 

Director/Core  and  Classified  Technology 

The  Tribune  Interactive  team  pictured  above  exemplified  the  values  of  innovation,  customer  satisfaction  and 
teamwork  in  tlie  course  of  developing  and  implementing  a  common  content  man^ement  and  publishing 
platform  for  Tribune  Web  sites. 

Frank,  Rebecca  and  Julianna  successfully  led  the  development  and  deployment  of  "Oxygen.”  a  common  tech¬ 
nology  platform  that  enables  content  sharing  across  Web  sites,  creates  standard  ad  positions  for  advertisers 
and  provides  improved  site  performance  for  consumers.  The  deployment  of  Oxygen  was  a  major  milestone  for 
Tribune  Interactive,  enhancing  the  functionality  of  Tribune’s  newspaper  Web  sites  and  extending  the  company’s 
reputation  as  a  news  and  information  leader. 


TRIBUNE 


E  &  P  NEWS 


1K-TIME$; 
POLICE  DUET 

The  arrest  last 
week  of  rhythm- 
and-blues  singer  R. 
Kelly  on  21  counts  of 
child  pornography 
would  not  have 
occurred  without  the 
direct  involvement  of 
the  Chicago  Sun- 
Times,  which  provided 
police  with  a  video¬ 
tape  of  Kelly  allegedly 
having  sex  with  a  14- 
year-old  girl,  investi¬ 
gators  told  E&R 
“Without  that  tape, 
there  is  no  indictment 
here,  there  is  no 
knowledge  of  the 
crime,”  Chicago 
police  spokesman 
Patrick  Camden 
said  Friday.  Kelly  has 
denied  the  charges 
made  in  the  case. 

-  JOE  STRUPP 


PHILLY  GROWS 
STREETSMART 

Knight  Ridder’s 
Philadelphia 
Newspapers  Inc.  has 
made  its  StreetSmart 
total-market-coverage 
program  a  department 
all  its  own  in  an  effort 
to  highlight  its  prod¬ 
ucts.  The  former 
retail-ad  department 
unit  is  now  headed  by 
Gordon  Prouty,  who 
had  been  retail 
advertising  director. 

Combining  the 
benefits  of  targeting 
and  a  low  cost  per 
thousand,  StreetSmart 
offers  household-level 
selectivity  at  insert 
and  mass-mail  rates 
using  unduplicated 
delivery  via  news¬ 
paper  insert, 
shopper,  and  shared 
.  1  w . 


and  senior  preferred 
stock,  78%  of  which  is 
held  by  Liberty’s 
principal  owner,  | 

Leonard  Green  & 
Partners.  The  Los 
Angeles-based  invest-  i 
ment  group  financed  | 

Liberty’s  1998  startup 
with  a  $310-million 
acquisition  of  160 
papers  from  Hollinger  i 
International  Inc.’s  old 


American  Publishing 
Co.  subsidiary. 

The  IPO’s  timing,  the  j 
initial  stock  price,  and 
the  number  of  common  j 
shares  to  be  offered 
were  not  revealed  in  the 
SEC  filing.  Liberty 
cannot  comment  on 
the  filing  because  of 
the  SEC-mandated 
“quiet  period”  before 
an  IPO.  Credit  Suisse  1 


First  Boston  Corp.  and 
Bear,  Stearns  &  Co. 

Inc.  are  the  co-lead  j 
underwriters.  j 

The  SEC  filing  por-  j 
trays  a  high  leveraged  I 
company  with  double¬ 
digit  cash-flow  growth 
over  the  past  few  years. 
Last  year,  the  filing  j 
said.  Liberty  had  earn-  j 
ings  before  interest,  | 
taxes,  depreciation,  and  ! 


amortization  of  $42.8 
million,  as  it  recorded  a 
net  loss  of  $19.7  million 
on  revenue  of  $195.2 
million. 

Standard  &  Poor’s 
reacted  to  the  IPO  filing 
last  week  by  placing 
Liberty  long-term  cor¬ 
porate  credit  and  senior 
unsecured  debt  on  its 
CreditWatch  “with 
positive  implications.”  ID 


Stock  piles  are  looking  strong 


BY  LUCIA  MOSES 

EWSPAPER  CEOs 
will  report  their 
quarterly  outlooks 
at  the  annual  Mid-Year 
Media  Re\new  in  New  York 
next  week.  But  one  thing  is 
already  clear:  newspapers 
may  still  be  climbing  out  of 
the  hole  that  is  the  advertis¬ 
ing  recession,  but  investors 
couldn’t  love  them  more 
right  now. 

As  a  group,  publicly  trad¬ 
ed  newspaper  companies 
have  outperformed  the 
Standard  &  Poor’s  500 
Index  most  of  this  year,  re¬ 
sulting  in  higher  than  usual 
values  relative  to  earnings. 

Put  in  English  —  the  stocks  are  comparatively  pricey. 

Newspapers’  steady  cash-flow  generation  and  spec¬ 
ulation  about  further  consolidation  among  chains 
could  be  propping  up  valuations.  Probably  the  biggest 
factor  is  the  anticipation  of  an  ad  rebound.  With  their 
high  fixed-cost/low  variable-cost  structure,  news¬ 
papers  are  well-positioned  to  benefit  in  a  recovery. 

“It’s  your  classic  early-cycle  group,”  said  Peter 
Appert,  an  analyst  with  Deutsche  Banc  Alex. 
Browm.  “A  little  bit  of  revenue  improvement  comes 
with  a  lot  of  earnings.” 

Looking  at  it  another  way,  however,  you  might  say 
that  already-high  valuations  means  there’s  little  room 
for  improvement.  Analysts  think  that  valuations 
won’t  get  much  higher  even  when  earnings  start  look¬ 
ing  better  —  and,  for  now,  economists  are  forecasting 
only  a  muted  recovery. 

And,  in  a  strange  way,  an  unexpectedly  robust  re¬ 
bound  could  have  a  downside.  Since  their  stock  prices 
already  reflect  investors’  expectations  for  an  ad  turn¬ 
around,  newspapers  could  lag  relative  to  other  busi¬ 


nesses.  That  could  drive 
growth-oriented  investors 
(who  see  newspapers  as  safe 
havens  in  bad  times)  to 
faster-growing  sectors. 

Additionally,  newspapers 
face  challenges  next  year  that 
they  don’t  have  now.  Year- 
over-year  ad-revenue  com¬ 
parisons  will  be  less  kind 
than  this  year,  newsprint  is 
likely  to  get  more  expensive 
as  demand  picks  up,  and 
companies  with  TV  holdings 
(such  as  Gannett  Co.  Inc. 
and  Media  General  Inc.)  will 
suffer  the  absence  of  political 
advertising  in  a  nonelection 
year.  The  falloff  in  recruit¬ 
ment  advertising  and  Inter¬ 
net  competition  will  also  continue  to  haunt 
newspapers.  Said  Bear,  Stearns  &  Co.  Inc.  analyst 
Kevin  Gruneich,  “If  you  see  strong  growth  in  the 
economy,  it’s  not  going  to  be  as  good  for  newspapers 
as  other  sectors.”  11 


Lee  sets  sights  on  Sioux  City 

Lee  Enterprises  Inc.  will  buy  the 
Hagadone  Corp.’s  50%  interest  in  the 
Sioux  City  (Iowa)  Journal  for  $59-3 
million  in  cash  plus  a  group  of  Montana  week¬ 
lies.  Lee  acquired  the  other  50%  of  the  Journal 
in  its  April  purchase  of  Howard  Publications. 
Lee  CEO  Mary  Junck  said  the  chain  will  focus 
j  on  aggressive  advertising  sales,  circulation 
growth,  and  online  initiatives  at  the  Journal. 

Hagadone’s  new  weeklies  will  complement  its 
Daily  Inter  Lake  in  Kalispell,  Mont.,  said 
President  Duane  B.  Hagadone.  —  Carl  Sullivan 


2002  Newspaper  Company  i 
Stock  Price  Performance 
Versus  S&P  500  Index  Can.  2-June  6) 

UPADOWN)  : 

S&P  500  Index 

(10.36%)  ' 

McClatchy  Co. 

36.71%  : 

Tribune  Co. 

16.82%  . 

Gannett  Co.  Inc. 

14.29% 

New  York  Times  Co. 

13.64% 

Washington  Post  Co. 

13.44% 

E.W.  Scripts  Co. 

13.11%  ; 

Knight  Bidder 

0.17%  i 

1  Hollinger  International  Inc. 

(0.43%)  : 

Journal  Register  Co. 

(1.29%)  ; 

Dow  Jones  &  Co.  Inc. 

(1.69%)  : 

Lee  Enterprises  Inc. 

(2.36%)  ' 

Pulitzer  Inc. 

(5.72%)  i 

Source:  E&P  calculations  based  on  YahoolFInance  data  | 
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News  probes  face  obstacles 


Some  claim  profits  and  secrecy  rule 

BY  RANDY  DOTINGA 

!  SAN  FRANCISCO 

1 


For  a  quarter- 
century,  U.S. 
investigative 
reporters  and  editors 
i  have  met  to  compare 
I  notes  on  what  they  can 
i  accomplish.  This  year, 
j  they  turned  to  an¬ 
other  topic:  What 
they  can’t  do. 

Along  with  the 
ubiquitous  tip 
sheets  came  grim 
assessments  of 
j  threats  from  both 
i  within  and  with- 
I  out.  Reporters  say  they 
:  face  a  federal  govern¬ 
ment  bent  on  keeping 
information  to  itself  in 
I  the  war  on  terror,  as  well 
!  as  a  newspaper  industry 
more  worried  about 
profits  than  Pulitzers  — 
and  less  likely  to  send 
someone  out  to  file  a 
Freedom-of-Informa- 
!  tion  Act  (FOIA)  request 
!  in  the  first  place. 

“Newspaper  manage¬ 
ment  has  become 
[  business  management, 
j  It’s  not  a  special  business 
J  anymore,”  said  Los  Ange¬ 
les  Times  Editor  John  S.  j 
Carroll,  who  made  a  few  i 
surprisingly  blunt 
remarks  June  1  at  the 
1  Investigative  Reporters 
I  and  Editors  (IRE)  i 

annual  conference  here. 

Despite  cutbacks  at 
news  organizations 
across  the  country,  the 
convention  still  man- 
1  aged  to  attract  nearly 
I  1,100  people,  including  i 
dozens  of  free-lancers 
and  TV  journalists. 

Carroll  pointed  out,  | 
however,  that  worries 
about  profit-conscious 
newspapers  are  hardly 


anything  new.  Carroll 
recalled  his  days  at  the 
Lexington  (Ky.)  Herald- 
Leader,  which  soft-ped- 
£iled  the  biggest  stoiy  of 
the  1960s.  Staffers  used 
to  joke  that  they  would 


i  run  this  correction  one 
i  day:  “It  has  come  to  the 
!  editor’s  attention  that 
I  the  Herald-Leader 
j  forgot  to  cover  the  civil- 
I  rights  movement.” 

According  to  Carroll, 
“It’s  a  mistake  to  think 
there  was  a  golden  age 
when  publishers  didn’t 
care  about  profits.  It 
wasn’t  the  Garden  of 
Eden  back  then.”  In  fact, 
public-service  reporting 
is  better  than  ever  today, 
he  said  —  but  a  declin¬ 
ing  number  of  news¬ 
papers  engage  in  it. 

“I  would  prefer  a 
world  in  which  news¬ 
papers  were  locally 
owned,”  said  Carroll, 
whose  present  paper, 
the  L.A.  Times,  and 
former  paper.  The 
Sun  of  Baltimore,  got 
snapped  up  by  the 
Chicago-based 
Tribune  Co.  in  2000. 
The  “vice”  of  chains 
is  that  “they’re  greedy, 
and  they  want  money, 
and  they  want  to 
squeeze  their  publica¬ 
tions  to  death.”  To 
laughter,  he  added, 
“That’s  true  of  every 


chain  —  except  the  one  I 
work  for.” 

Jerry  Ceppos,  vice 
president  of  news  at 
Knight  Ridder  and 
former  editor  of  the  San 
\  Jose  {CdM.)  Mercury 
News,  commented, 
however,  that  at  his 
company  he  had  “ideas 
of  expanding  investiga¬ 
tive  reporting  rather 


than  contracting.”  An 
audience  member  then 
challenged  him  to  say 
where  he  could  find  the 
money  for  expansion. 

Even  the  best  editors 
in  the  world  may  be 
humbled  by  the  new 
powers  of  the  federal 
government.  Reporters 
who  cover  national  secu- 

‘Betrayal’ 

BY  JOE  STRUPP 


rity  told  IRE  audiences 
that  their  jobs  became 
much  harder  after  Sept. 
11,  especially  in  the  wake 
of  an  October  memo  by 
U.S.  Attorney  General 
John  Ashcroft  that  was 
perceived  as  setting 
stricter  guidelines  re¬ 
garding  FOIA  requests. 

Government  oflficials 
“don’t  return  our  calls 
or  letters,” 
complained  Seth 
Rosenfeld,  who 
covers  federal 
courts  for  the 
San  Francisco 
Chronicle.  “What 
we’re  observing  is 
a  real  big  change 
in  the  government 
response.  The  Ashcroft 
memo  tells  every  federal 
bureaucrat  that,  ‘If  you 
don’t  want  to  release 
[a  document],  we’ll 
defend  you  in  court.’  ”  II 

Dotinga  is  a  free-lance 
writer  based  in  San 
Diego. 

in  Boston 


Five  months  after  it  broke  open  the 
priest  sex-abuse  scandal.  The  Boston 
Globe  is  taking  its  next  shot  at  the  issue 
with  the  first  new  book  on  the  topic.  Betrayal: 

The  Crisis  in  the  Catholic  Church  is 
a  304-page  probe,  by  the  Globe’s 
eight-member  investigative  staff, 
set  to  hit  bookstores  June  21,  ac¬ 
cording  to  Ben  Bradlee  Jr.,  deputy 
managing  editor  for  projects. 

The  book,  published  by  Little, 
Brown  and  Co.,  was  written,  edited, 
and  printed  in  a  little  more  than 
three  months,  Bradlee  said.  “Each 
writer  took  about  one  chapter,”  he  said,  adding 
that  it  is  not  a  compilation  of  Globe  articles  but 
an  overview  of  the  crisis.  All  profit  from  the  book 
will  be  donated  to  a  charity  to  be  determined,  he 
said.  Bradlee  noted  the  authors  received  pay¬ 
ments,  but  did  not  reveal  the  amounts.  11 


Public-service  reporting 
is  better  than  ever,  but 
a  declining  number 
of  newspapers  engage 


in  it. 


-JOHN  S.  CARROLL 

Los  Angeles  Times 


mail.  It  relies  on  a 
comprehensive 
marketing  database, 
a  Web-based  ad-sales 
tool,  partnership  with 
a  packaging-systems 
vendor,  and  U.S. 

Postal  Service 
cooperation. 

-  JIM  ROSENBERG 

IHDEPENDENTS' 
DAY  IN  ST.  PETE 

The  St.  Petersburg 
(Fla.)  Times  told 
its  1,000  newspaper 
carriers  June  2  that 
they  would  be  losing 
their  part-time 
employee  status  — 
along  with  their 
health  benefits  and 
workers'  compen¬ 
sation  eligibility  — 
as  Florida’s  largest 
paper  gradually 
switches  to  delivery 
by  independent 
contractors  beginning 
this  fall. 

In  a  meeting  with 
the  carriers  and 
district  managers. 
President  and  Editor 
Paul  Tash  said  the 
Times  hoped  to  keep 
all  present  carriers  as 
independents  and 
would  draw  up 
contracts  to  make  the 
work  as  remunerative 
as  it  is  now. 

By  employing  its 
deliverers,  the 
352,777-circulation 
paper  has  been  an 
industry  anomaly: 

Fully  94.6%  of  U.S. 
dailies  deliver  through 
independent  contrac¬ 
tors  or  agencies, 
according  to  the 
Newspaper  Associa¬ 
tion  of  America’s 
“Circulation  Facts, 
Figures,  and  Logic, 
2001.” 

-  MARK  FITZGERALD 
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Dirks,  Van  Essen  &  Murray 


MASSACHUSETTS 
Shannon  Kinney  to  real-estate  manager 
of  Boston.com,  Web  site  of  The  Boston 
Globe,  from  senior  director  of  classified 
development  and  operations  for  Knight 
Bidder  Digital  in  San  Jose,  Calif 


Kevin  Moran  to  editor  of  the  North  Adams 
Transcript  from  managing  editor.  Moran 
succeeds  K.D.  NorriS,  who  resigned. 


NEWSPEOPLE@EDITORANDPUBLISHER.COM 

CALIFORNIA 

Sharon  M.  Mandell 

Sharon  Mandell,  39,  has  been  named  to  the 
newly  created  position  of  chief  technology 
officer  for  Knight  Ridder  Digital  in  San 
Jose,  effective  June  24.  She  joins  Knight 
Ridder  after  working  for  four  years  with 
Chicago-based  Tribune  Co.,  most  recently 
as  vice  president  of  technology  for  Tribune 
Publishing.  Mandell  previously  had  served  as  vice  president 
and  chief  technology  officer  for  Tribune  Interactive,  as  well  as 
director  of  advanced  technology. 


BY  JAMIE  SANTO 


PENNSYLVANIA 
Harvey  Hill  to  retail-advertising  director 
for  Philadelphia  Newspapers  Inc.,  which 
publishes  The  Philadelphia  Inquirer  and 
the  Philadelphia  Daily  News,  from  classi¬ 
fied-advertising  director.  Hill  succeeds 
Gordon  Prouty,  who  was  named  to  the 
newly  created  position  of  StreetSmart 
advertising  director,  responsible  for  the 
papers’  total-market-coverage  products. 
Roseann  Oleyn  to  classified-advertising 
director  from  recruitment-advertising 
manager. 


WEST  VIRGINIA 
Michael  Browning  to  managing  editor 
of  The  Logan  Banner  from  news  editor. 
Browning  succeeds  Gary  HIckS,  who 
re-enlisted  in  the  Air  Force. 


ASSOCIATIONS 
Shawn  McIntosh,  executive  editor.  The 
Clarion-Ledger,  Jackson,  Miss.,  elected 
president  of  the  board  for  Investigative 
Reporters  and  Editors  Inc. 

David  Boardman,  assistant  managing 
editor.  The  Seattle  Times,  elected  vice 
president. 

Duane  Pohlman,  chief  investigative  reporter, 
WEWS-TV,  Cleveland,  elected  treasurer. 
David  Dietz,  senior  editor,  Bloomberg 
News,  and  outgoing  president,  will  serve 
as  nonvoting  chair  of  the  board. 
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Citizen  Newspapers,  LLC 

(owned  by  James  E.  Conley,  Jr.) 
has  sold 

Beaver  Dam  (WI)  Daily  Citizen 

(10,377  daily  circulation) 


NEBRASKA 

Steve 

-  Thomas 

r  managing  edi- 

I  >  ^  tor  of  the  LmcoZzi 

Journal  Star 
from  assistant  managing  editor 
at  the  Savannah  (Ga.)  Morning 
News.  Thomas  succeeds  Kath¬ 
leen  Rutledge,  who  was  named 
editor  in  December. 


Madison  Newspapers,  Inc. 

(owned  jointly  by  Lee  Enterprises  and  The  Capital  Times  Co.) 


We  are  pleased  to  have  represented 
Citizen  Newspapers,  LLC,  in  this  transaction, 
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They’ve  bounced  around  2,497  different  advertising  agencies. 
(Normally  not  the  kind  of  client  you  want  to  go  after.) 


Congratulations  to  the  Ad  Council  on  60  years  of  great  public  service  advertising. 
We’ve  all  been  happy  to  contribute. 


As  I  reflect  on  the  history  of  the  Ad  Council  and  its  signifi¬ 
cance  as  an  American  institution,  I  am  so  ptoud  to  be  a  pan 
of  an  organization  that  has  had  such  a  tremendous  impact  on  our  society.  The  Ad 
Council  has  been  a  positive  and  powerful  force  in  this  nation  for  60  years.  By  bring¬ 
ing  together  the  incredible  creative  energy  of  advertising,  the  enormous  breadth  and 
scope  of  media,  and  the  vital  support  and  resources  of  the  corporate  world,  we  have 
led  by  example.  Of  course,  by  “we,”  I  mean  the  hundreds  upon  hundreds  of  advertis¬ 
ers,  media  and  agency  volunteers  who  have  lent  their  support,  whether  financial  or 
through  the  commitment  of  time  and  talent,  to  the  Ad  Council.  They  have  demon¬ 
strated  that  there  are  causes  bigger  than  one’s  self  or  one’s  company.  They  have  proven 
that  these  causes  can  be  brought  to  the  public’s  attention  with  eloquence  and  excel¬ 
lence.  And  because  of  that,  they  have  made  a  difference. 

Ad  Council  campaigns  generate  impressive  results,  but  we  recognize  that  numbers 
alone,  whether  they  are  ads  produced,  dollars  donated,  hours  sjjent  or  people  reached, 
do  not  and  cannot  possibly  tell  the  whole  story. 

You  may  have  known  someone  who  was  killed  by  a  drunk  driver.  Maybe  you’ve 
witnessed  violence.  Perhaps  you  have  a  loved  one  with  a  learning  difficulty.  What  if  it 
is  one  of  your  own  child’s  friends  who  has  come  to  believe  that  guns  and  drugs  are 
somehow  an  adequate  substitute  for  love  and  support?  WTiatever  your  personal  expe¬ 
rience  has  been,  the  chances  are  that  one  of  our  campaigns  has  touched  you. 

As  the  Ad  Council  marks  60  years  of  public  service  advertising,  I  thank  all  of  you 
who  have  given  so  much  to  help  the  organization  continue  its  mission  of  effecting 
positive  change.  I  find  it  a  continual  source  of  inspiration  that  so  many  of  you  give  so 
freely  of  both  your  time  and  money  to  get  our  important  messages  out  and  to  help 
people  you  will  never  meet.  Thanks  to  Adweek  Magazines  and  to  all  of  our  generous 
supporters  for  making  this  lasting  tribute  to  the  Ad  Council  possible.  Finally,  if  you 
haven’t  had  the  opportunity  to  become  involved  in  public  service,  I  encourage  you  to 
do  so  by  volunteering  your  time  and  talents  to  a  worthy  cause  in  your  community.  As 
the  anthropologist  Margaret  Mead  once  said,  “Never  assume  that  a  small  group  of 
people  cannot  change  the  world.  Throughout  history,  that’s  all  that  ever  has.” 

Peggy  Conlon 
President  &  CEO 
The  Advertising  Council 
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faced,  the  threat  to  national  brands, 
and  the  effectiveness  of  advertising. 
Questions  outnumbered  answers. 

On  the  second  day,  however,  James 
Webb  Young,  at  the  time  a  20-year 
veteran  of  j.  Walter  rhomp.son,  hosted  a 
panel  titled  “What  action  can  be  taken?” 
fo  read  Youngs  eight-page  speech  today 
is  to  be  amazed  at  how  far  the  stature  of 
advertising  as  an  industry  has  come,  and 
how  fragile  its  image  was  60  years  ago, 
when  Young  stood  at  that  lectern. 

He  began  by  telling  the  story  of  a 
conversation  he’d  had  with  a  prominent 
scientist  whose  specialty  was  the  brain 
and  nervous  system.  “Perhaps  it  will 
surprise  you  to  know  that  your  last  book 
is  very  helpful  to  an  advertising  man,” 
he’d  told  the  doctor.  The  doctor  replied, 
“1  am  not  only  surprised;  1  am  shocked. 
So  far  as  1  can  see  there  is  no  connection 
between  brains  and  advertising.” 

“This  kind  of  attitude  is  rooted  very 
deep,”  Young  said.  “It  is  a  sort  of  repug¬ 
nance  for  some  of  the  manifestations  of 
advertising — or  its  banality,  its  bad  taste, 
its  moronic  appeals  and  its  clamor.” 

Many  of  Young’s  listeners  had 


I  he  winter  of  1941  was 
I  bleak  for  American  busi  ness. 

The  Depression  was  still  a 
vivid  memory.  War  loomed  in  Europe. 
Robber  barons  made  an  easy  target  for  a 
cynical  public.  As  the  first  vice  chairman 
of  the  Ad  Council  later  put  it,  “Business 
was  attacked  from  all  sides  because 
business  wasn’t  producing,  wasn’t  making 
money,  wasn’t  providing  jobs.” 

By  extension,  the  practice  of 
advertising  seemed  to  some  gauche  or 
trivial,  to  others,  pernicious  or  cynical. 
The  industry  became  so  concerned  that 
Congress  might  tax  advertising  or 
regulate  its  content  that  in  November  of 
that  year  the  major  trade  associations  of 
the  advertising  world  gathered  at  the 
Homestead  Resort  in  Virginia’s  Blue 
Ridge  Mountains  to  discuss  the  threat. 
The  letter  of  invitation  received  by 
agency  heads,  chief  executives  and 
media  union  leaders  alike  didn’t 
soft-pedal  the  matter.  It  said:  “The 
common  cause  is.. .survival.”  The  price 
of  admission  to  the  conference  was  $25. 

Over  three  days,  the  attendees 
heard  speeches  about  the  perils  they 


“[AcJwrtisitig]  ought  to  he 
the  servitnt  of  music,  of  art. 
of  literature  autJ  of  all  the 
forces  of  righteousness.  ” 

— James  Webb  Young, 
of  J.  Walter  Thompson, 
rallying  industry 
colleagues  at  the 
.seminal  1941 
conference 
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The  New  York  Times  Company  congratulates  the  Ad  Council 
on  60  years  of  outstanding  work  and  strong  leadership  that 
have  made  a  measurable  difference  in  our  society. 

Whether  supporting  higher  education  or  advancing  diversity 
. . .  encouraging  volunteerism  or  protecting  the  welfere  of 
children  . . .  promoting  health  and  safety  issues  or  causes  that 
keep  our  country  strong  . . .  the  Ad  Council  has  been  a  force 
for  lasting  and  positive  social  change. 

The  New  York  Tunes  Company  shares  your  unwavering 
commitment  to  public  service  dedicated  to  the  greater 
good.  Your  goal  of  enhancing  society  is,  in  fact,  our  own 
Company’s  core  purpose. 

We  are  proud  and  privileged  to  support  your  work  on  these 
critical  social  issues  in  the  pages  of  our  newspapers,  on  our 
Web  sites  and  on  our  television  and  radio  stations. 
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“  Business  prestige  rose  rapidly  in  the  eyes  of  the  American  people. ..Business  had 
learned  that  the  best  public  relations  came  through  public  service.  ” 

— ^Theodore  Repplier,  Ad  Council  president,  1947 


already  discussed  the  idea  of  a  campaign 
to  sell  the  virtues  of  advertising  to  the 
American  public.  Young  dismissed  that 
notion  out  of  hand.  Simply  telling 
people  that  advertising  was  a  good  thing 
would  not  be  enough,  he  argued.  They 
should  be  shown  its  benefits  in  action,  in 
areas  where  it  had  not  been  previously 
introduced.  He  thundered  through  his 
conclusion:  “It  ought  to  be  used  for  open 
propaganda  in  international  relations,  to 
create  understanding  and  reduce  friction. 
It  ought  to  be  used  to  wipe  out  such 
diseases  of  ignorance  as  child-bed  fever. 
It  ought  to  do  the  nutritional  job  this 
country  needs  to  have  done.  It  ought 
to  be  the  servant  of  music,  of  art, 
of  literature  and  of  all  the  forces  of 
righteousness,  even  more  than  it  is.” 

The  minutes  of  that  historic  meet¬ 
ing  note  that  committees  were  formed 
to  organize  “the  new  Advertising 


In  supporting  the  country’s  struggle 
against  the  Nazi  threat — by  asking 
Americans  to  “Use  it  up,  wear  it  out, 
make  it  do,  or  do  without” — the  Ad 
Council  aligned  interests  of  business  with 
the  interests  of  the  public  in  just  the  way 
that  Young  had  suggested  in  his  speech. 

At  the  end  of  the  war,  the  Ad 
Council  had  ably  demonstrated  the 
altruistic  goals  to  which  advertising 
could  be  pressed,  and  the  threat  that 
advertising’s  chief  executives  had  feared 
so  much  in  1941  disappeared.  The  first 
president  of  the  Ad  Council,  Theodore 
S.  Repplier,  told  the  Outdoor  Advertising 
Association  in  1945,  “Business  prestige 
rose  rapidly  in  the  eyes  of  the  American 
people...  Business  had  learned  that 
the  best  public  relations  came  through 
public  service.” 

That  change  reached  all  the  way  to 
the  White  House.  Just  before  his  death. 


to  play  with  matches,  not  to  leave  a 
campfire  unattended,  and  to  keep  a  bucket 
of  water  and  a  shovel  nearby  for  more 
than  58  years.  In  that  time,  the  number 
of  forest  acres  lost  to  fires  annually  has 
decreased  from  22  million  to  4  million. 

As  Smokey  illustrates,  the  Ad 
Council’s  immediate  post-war  role 
focused  largely  on  safety.  One  of  its 
more  famous  campaigns  urged 
Americans  to  get  vaccinated  against 
polio — not  an  easy  sell  at  the  time  as  the 
vaccination  involved  three  sets  of 
unpleasant  shots.  Today,  polio  is  virtually 
unheard-of  in  this  country. 

The  Ad  Council  also  urged  people 
to  drive  sober  and  more  slowly.  Again, 

Onluyoucan 
prevent  ^rest 


Council,  or  whatever  it  is  to  be  called,” 
and  to  raise  money  for  offices  and  staff 
On  Dec.  7,  Pearl  Harbor  was 
bombed,  and  the  War  Advertising 
Council,  as  it  was  initially  christened, 
received  its  first  mission  from 
Washington — to  rally  Americans  to  win 
World  War  II.  lb  this  day,  the  war  cam¬ 
paigns  of  the  Ad  Council  provide  the  lens 
through  which  America  views  much  of 
the  history  of  that  conflict.  The  words  and 
images  of  the  “Rosie  the  Riveter,”  “Loose 
Lips  Sink  Ships”  and  “Buy  War  Bonds” 


President  Franklin  D.  Roosevelt  asked 
the  Ad  Council  to  carry  on  its  “war,” 
by  informing  the  public  of  national 
problems  and  spurring  action  to  address 
them.  FDR’s  instructions  were  repeated 
by  his  successor,  Harry  Truman.  “The 
war  never  stopped,”  said  Repplier. 
“Only  the  enemy  has  changed.” 

Near  the  end  of  World  War  II,  the 
Ad  Council  launched  its  forest  fire  pre¬ 
vention  effort  around  a  cartoon  bear 
wearing  a  ranger’s  hat  with  the  name 
“Smokey”  above  the  brim.  Smokey  Bear 


campaigns  still  resonate  with  the  public. 
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Congratulations  to  the  Ad  Council  on  60  years  of  promoting  the  things  that  matter  most. 
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Keim  recalled.  “After  the  Kennedy  and 
[Dr.  Martin  Luther]  King  assassinations, 
we  went  into  a  period  of  ferment  and 
internal  discord  the  likes  of  which  the 
country  had  not  seen  since  the  Civil  War.” 
Instead  of  health  issues,  the  Ad  Council 
found  itself  being  briefed  on  the  race  riots 
in  the  Watts  section  of  Los  Angeles. 
“People  were  on  the  brink,”  Keim  said,  “and 
we  had  been  treating  national  problems 
with  ‘Drive  carefully’  campaigns.” 

In  the  sixties  and  seventies  the 
group  rose  to  the  challenges  and 
responded  to  the  needs  and  mood  of  the 
nation,  even  resisting  President  Lyndon 
B.  Johnson  when  he  pressured  them  to 
do  a  national  advertising  blitz  to  support 
the  Vietnam  War,  which  was  becoming 
increasingly  unpopular.  The  Ad  Council 
turned  its  attention  to  more  controversial 
causes,  such  as  the  United  Negro  College 
Fund.  This  effort,  which  continues 
today,  spawned  the  tagline  “A  mind  is  a 
terrible  thing  to  waste.”  Now  in  its 
30th  year,  the  campaign  has  helped 
raise  more  than  $1.9  billion  for  UNCF. 
And  the  tagline,  firmly  planted  in  the 
popular  lexicon,  is  still  being  used. 

“The  Ad  Council. ..has  provided 
great  support  over  the  years,”  says 
William  H.  Gray  111,  president  and  CEO 
of  UNCF.  “The  Ad  Council  annually 
secures  tens  of  millions  of  dollars  in 
donated  media  for  UNCF,  approximately 
$60  million  in  the  year  2000.” 

The  Ad  Council  also  rallied  for  other 
groups,  campaigning  on  issues  such  as 
mental  retardation,  minority  businesses, 
drug  and  alcohol  abuse,  the  promotion  of 
the  Peace  Corps,  pollution  and  child  abuse. 


In  25  years,  the  campaign  has  helped  raise  $1  billion  for  UNCF  colleges,  securing 
tens  of  millions  in  donated  media. 


communism.  With  the  onset  of  the 
Korean  War  in  1950,  savings  bonds  once 
again  became  war  bonds.  In  1952,  after 
only  five  weeks  of  advertising,  the 
amount  of  donated  blood  sent  to  Korea 
increased  sixfold.  The  Ad  Council 
sponsored  live  radio  and  TV  coverage  of 
an  atomic  bomb  test  in  Nevada  in  1953. 
In  1957,  fund-raising  for  Hungarian 
relief  aid  began  following  the  invasion  of 
that  country  by  the  Soviet  Union. 

The  group  has  consistently  reflected 
changes  in  society  going  on  around  it.  The 
assassination  of  President  John  F.  Kennedy 
in  1963  ushered  in  a  new  era  for  the 
country  and  also  for  the  Ad  Council. 
Repplier,  who  retired  in  1965,  was 
replaced  by  Robert  Keim  in  1967.  “What 
Kennedy  unleashed  was  a  whole  new  wave 
of  thinking  about  the  country’s  problems,” 


something  of  a  tall  order  at  the  time  as 
gasoline  rationing  had  come  to  an  end 
and  the  open  road  beckoned.  Bur  drivers 
had  been  patching  and  repatching  their 
cars  with  make-do  repairs  all  through 
wartime,  and  their  vehicles’  lack  of  road¬ 
worthiness  was  reflected  in  rising  accident 
figures.  The  Ad  Council’s  efforts  in 
association  with  the  National  Safety 
Council  made  those  numbers  decline  in 
the  first  full  year  of  the  campaign. 

As  the  ’40s  segued  into  the  ’50s, 
highway-safety  concerns  began  to  take  a 
back  seat  to  Cold  War  concerns.  Under 
Repplier,  new  Ad  Council  campaigns 
focused  on  the  threat  of  nuclear  weapons, 
world  trade  and  tolerance  among  religious 
and  ethnic  groups.  Ads  featuring  Eleanor 
Roosevelt,  General  Eisenhower  and  other 
national  figures  spoke  out  against 
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McGrufF  the  crime  dog  was  born — a 
bloodhound  in  a  trenchcoat  now 
recognized  by  92  percent  of  American 
children,  according  to  Jack  Calhoun, 
president  and  CEO  of  the  National 
Crime  Prevention  Council. 

“At  the  time  when  1  took  over,  crime 
was  soaring,  and  the  reigning  view  was 
that  crime  prevention  was  the  job  of  law 
enforcement  [and  no  one  else].  Clearly 
law  enforcement  has  a  major  role,  but... 
citizens  now  feel  that  they  are  responsible, 
to  use  the  fancy  term,  for  the  coproduc¬ 
tion  of  safety.  This  I  don’t  think  would 
have  happened  without  the  Ad  Council 
campaign.” 

The  Keim  tradition  of  controversy 
continued  under  Ruth  Wooden,  who 
became  the  Ad  Council’s  president  in 
1987.  The  next  year,  the  Ad  Council  was 
the  first  advettiser  to  advocate  the  use  of 


hor  example,  in  1973  the  Ad 
Council  produced  one  of  its  most 
beloved  and  effective  TV  commercials, 
“The  Crying  Indian.”  A  reflection  of  the 
country’s  interest  in  environmental 
issues,  the  spot  showed  Chief  Iron  Eyes 
Cody  shedding  a  tear  over  humanity’s 
trashing  of  the  countryside. 

By  the  mid-’70s,  the  Ad  Council 
gained  some  confidence  in  its  ability  to 
create  controversy.  Under  Keim,  the  Ad 
Council  did  its  first  campaign  promot¬ 
ing  prevention  of  sexually  transmitted 
disease,  “VD  Is  for  Everyone,”  which 
drew  broadsides  from  religious  groups.  It 
also  gained  the  kind  of  attention  that 
Keim  had  hoped  for.  “Controversy  has 
been  very  good  for  the  Ad  Council,”  he 
said.  “It  gives  us  life.” 

The  Ad  Council  did  not  forget  its 
more  traditional  role,  however.  In  1978, 
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The  Ad  Council  was  the  first  advertiser 
to  advocate  condom  use  for  AlDs 
prevention. 


condoms  to  prevent  the  spread  of  HIV 
and  AIDS.  Many  TV  and  radio  stations 
initially  refused  to  run  the  spots. 

In  1993,  Wooden  pointed  out  that 
as  the  threat  of  war  faded,  domestic 
problems  had  become  darker.  “Thirty¬ 
something  years  ago,  we  had  a  TV 
commercial  where  a  prissy  Miss  Suzy 
Spotless  chided  her  father  as  a  litterbug 
for  dropping  a  scrap  of  paper  in  the 
street.  Today,  our  reel  has  a  message 
telling  children  what  to  do  when  they 
find  used  needles  or  guns  in  the  street.” 

Indeed,  a  preponderance  of  the 
nation’s  social  ills  in  the  early  ’90s 
dramatically  affected  children.  Not  only 
guns  and  drugs,  but  also  child  abuse, 
lack  of  child-support  payments,  and 
disturbing  trends  in  children’s  health 


TAKE  A  BITE  OUT  OF 


WHAT  YOU  CAIf  00  (OJl  HOW  TO 
CATCH  ATMtSr) 


Crime-fighfer  McGruff  started  his  media  tour  in  1978 — and  he's  still  barking, 


1978 
McGruff 
the  crime  dog 
takes  first  bite  out 
of  crime 


1981 
Drug  obuse 
and  alcoholism 
campaigns  begin 


Nancy  Reagan 
asks  America  to 
‘Just  Say  No' 


AiDS  campaign 
begins 


Vince  &  Larry, 

Ruth  Wooden 
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Robert  Keim 
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made  headlines.  The  Ad  Council  saw 
the  need  to  shift  focus  and  resources  to 
those  issues,  establishing  “Commitment 
2000:  Raising  a  Better  Tomorrow,”  a 
10-year  plan  to  raise  awareness  and 
stimulate  individual  action  to  make 
sure  America’s  children  have  the  best 
chance  of  achieving  their  full  potential. 
At  the  outset,  the  Council  pledged  to 
devote  80  percent  of  its  resources  to 
kids’  issues.  Seven  years  into  the  initia¬ 
tive,  it  has  achieved  that  goal,  tackling 
issues  such  as  child  hunger  and  child¬ 
hood  asthma. 


In  1999  Peggy  Conlon,  who  at  the 
time  was  vice  president/group  publisher 
of  the  Broadcasting  &  Cable  group  at 
Cahners  Business  Information,  became 
Ad  Council  president.  Conlon’s  priorities 
were  to  significantly  expand  media 
outreach,  extend  the  Ad  Council’s 
research  capabilities,  form  new  alliances 
and  use  new  communications  tools  to 
reach  a  broader  audience  beyond  that 
already  served  by  traditional  PSAs. 
Under  Conlon,  the  Ad  Council  currently 
has  40  campaigns  on  its  docket  and  in 
calendar  year  2001  marshaled  more  than 
$1.5  billion  in  donated  media — the 
most  in  the  Ad  Council’s  history. 

It  was  Conlon  who  conceived  the 
Campaign  for  Freedom,  set  to  launch 
shortly  to  continue  the  Ad  Council’s 
response  to  -Sept.  1 1  and  aiming  to  stir 
our  national  spirit.  And  while  much  of 
the  Ad  Council’s  energy  and  resources 
recently  have  been  channeled  into 
those  efforts,  other  campaigns,  both 
controversial  and  traditional,  are 
proceeding  apace.  For  instance,  new 
work  for  a  campaign  to  combat 
discrimination  in  housing,  one  of  the 
most  persistent  forms  of  racism  in  the 
country,  was  launched  earlier  this  year. 

How  is  the  Ad  Council  able  to 
address  so  many  causes  so  effectively? 
Dozens  of  advertising  agencies  donate 
the  creative  work,  with  several  at  a  time 
vying  for  the  privilege  and  honor  of 
doing  meaningful  work  pro  bono.  The 
Ad  Council  would  have  ceased  to  exist 
long  ago  if  not  for  the  dedication  of  such 
individuals,  who  have  strived  to  raise  the 
bar  on  behalf  of  public  service,  who 
reach  for  excellence  and  desire  to  effect 
positive  change.  In  addition,  there  are 


Powerful  images  have  driven  the 
messages  home. 


the  generous  donations  of  time, 
commitment  and  effort  by  those  who 
volunteer  for  the  Ad  Council’s  various 
committees — including  the  Campaign 
Review  Committee,  which  ensures 
effective  advertising,  and  the  Advisory 
Committee  on  Public  Issues,  a  think 
tank  that  anticipates  future  problems. 

For  the  media  part  of  the  equation, 
some  28,000  media  outlets  contribute 
free  ad  space  and  time.  And  hundreds 
of  socially  conscious  corporations, 
foundations  and  individuals  provide 
crucial  operating  funds. 

This  summer,  the  Ad  Council  will 
be  rallying  its  forces  to  continue  the 
Campaign  for  Freedom,  to  build  on  the 
“1  Am  an  American”  images  that  sought 
to  distinguish  terrorism  from  blind 
retaliation  against  minorities.  The 
upcoming  elements  of  the  Campaign  for 
Freedom  will  remind  us  how  our  lives 
would  be  without  the  freedoms  we 
enjoy  in  this  country.  Once  again, 
putting  advertising  in  the  service  of 
righteousness.  James  Webb  Young  would 
be  proud.  *1* 


10- Year  Commitment 

to  Children 

Helping  Parents  Help  Kids 


1 995  marked  a  shift  in  Ad  Cauncil 
resaurces,  ta  kids'  issues. 


Ad  Cauncil  marks 
60th  anniversary 
of  making  a 
difference  through 
public  service 
advertising 


Ad  Council 
selected  to 
manage 
groundbreaking 
51  billion  ONDCP 
Media  Match 
Program 


Donated 
media  soars  to 
$1.5  billion; 
Ad  Council 
expands  search 
for  new, 
nontraditional 
media  venues 


Ad  Council 
launches 

Commitment  2000 
program 
addressing 
children's  issues 


Industry  elects 
Ad  Council 
to  lead  the 
way  in 
'Campaign 
for  Freedom' 


Peggy  Conlon 
succeeds 
Ruth  Wooden  as 
Ad  Council 
president 


If  you’ve  ever 


driven  a  car 

walked  in  a  forest 

gone  to  school 

wished  you  could  go  back 

taken  algebra 

given  blood 

voted 

read  a  book  to  a  kid 
taken  out  the  trash 
been  a  designated  driver 
climbed  a  tree 
carpooled 

asked  your  dad  for  advice 

donated  to  a  food  drive 

rented  an  apartment 

realized  the  ignorance  of  a  stereotype 

watched  a  school  play 

felt  grateful  for  your  health 

chosen  the  pen  over  the  sword 

known  a  latch-key  kid 

fastened  your  safety  belt 

given  up  your  seat  for  a  pregnant  woman 

felt  thankful  that  you  live  in  America 

used  a  library 

or  held  a  healthy  baby,  you  are  living  proof  that  the  Ad  Council  has  made  an  impact. 


Congratulations  from  \bung  di  Rubicam,  a  proud  friend  of  the  Ad  Council  and  the  causes  it’s  advocated  since  1942. 

ACT  Against  Violence  I  Afterschool  Programs  I  Americans  for  the  Arts  I  Child  Abuse  Prevention  I  Childhood  Asthma  1  Child  Hunger  I  Citizen  Corps  I  Colon  Cancer  Detection  and  Prevention  ICommunitv 
Drug  Prevention  Campaign  I  Community  Schools  IConnect  for  Kids  1  Crime  Prevention  I  Child  Mentoring  1  Domestic  Violence  Prevention  I  Drunk  Driving  Prevention  1  Earth  Share  I  Employer  Support  of 
the  Guard  and  Reserves  I  Fair  Housing  t  Fatherhood  Initiative  IFire  Safety  I  Environmental  Defense  iGive  Kids  the  World  1  Healthy  Start  Prenatal  Care  I  Learning  Disabilities  I  Library  of  Congress  I  Math 
Is  Powerl  Operation  Graduation  I  Parents  As  First  Teachers  1  Partners  for  Public  Education  I  Safe  Gun  Storage  I  Seat  Belt  Education  I  United  Negro  College  Fund  I  W  ildfire  Prevention  I  Youth  NOISE 
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Great  PSAs: 


A  matter  of 


The  Ad  Council's  60-year  track  record  of  messages  that  generate 
results  owes  much  to  the  strategy  and  creativity  of  the  agency 
talent  behind  the  campaigns.  Adweek  Magazines  talked  ta  two  of 
those  top  talents,  Andrew  Langer,  vice  chairman,  Lowe  &  Partners 
Worldwide,  and  Nina  DiSesa,  chairman,  chief  creative  officer, 
McCann-Erickson,  New  York — who  co-chair  the  Ad  Council  Creative 
Review  Committee — to  find  out  what  makes  a  great  PSA. 

ADWEEK  MAGAZINES:  What  are  the  essential  components  of  a  PSA? 

LANGER:  The  most  important  thing  is  the  strategy  and  that  the  strategy  is  single- 
minded.  At  the  end  of  the  advertisement,  you  want  the  consumer  to  take  away  one 
thing.  That’s  very  difficult  in  PSA  advertising  because  most  of  the  clients  have  a 
million  things  that  they  want  to  say.  They  love  what  they  do  and  they  know  how 
important  it  is,  but  advertising  can’t  tell  tbe  consumer  everything.  It  can  only  make  the 
consumer  feel  like  they  want  to  do  something. 

DISESA:  It  is  very  important  to  have  control  over  the  work.  You  can’t  control  what 
happens  in  the  creative  if  the  strategy  is  not  good.  Everyone  thinks  it  is  easy  and  fun  to 
do  PSAs  because  you  are  talking  about  emotional  subjects,  but  that’s  what  makes  it 
even  harder.  If  the  ads  are  manipulative  or  talking  down  to  people  or  making  fun  of 
something  that  shouldn’t  be  funny,  it’s  dangerous.  If  you  are  a  talented  creative  person, 
you  can  change  behavior.  I'hat’s  a  huge  responsibility.  What  makes  really  good  PSA 
advertising  is  judgement.  Everyone  thinks  it’s  talent,  but  I  really  think  it  is  judgement. 

ADWEEK  MAGAZINES:  What’s  the  central  idea  that  agencies  should  keep 
top-of-mind  when  crafting  a  PSA? 

LANGER:  That  they  are  intruding  in  someone’s  home.  At  the  end  of  the  PSA,  you 
don’t  want  people  to  feel  miserable;  you  want  to  make  them  feel  like  they  want  to  do 
something.  You  don’t  want  to  make  tiie  viewer  feel  helpless  and  you  don’t  want  to  make 
the  cause  seem  hopeless. 


'‘With  PSAsy  the  reward  that  the  [viewer  or  listener]  gains  from  doing 
something  is  an  emotional  one.  That  is  a  big  difference.  ” 
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DISESA:  There  are  actually  two  audiences  for  all  PSAs:  One  is  the  people  you  are 
trying  to  reach,  the  other  is  the  schedulers  at  the  networks.  If  they  don’t  like  the  spot, 
they  aren’t  going  to  run  it  as  much.  You  really  have  to  appeal  to  them,  and  what  appeals 
to  them  is  advertising  that  is  fresh,  bright  and  creative.  It’s  not  that  different  from  any 
other  advertising. 

ADWEEK  MAGAZINES:  What’s  the  difference  between  a  general  advertisement 
and  a  PSA? 

LANGER:  In  most  general  advertising,  if  you  tell  someone  to  buy  something,  they  are 
going  to  get  back  something  tangible.  With  PSAs,  the  reward  that  they  gain  from  doing 
something  is  an  emotional  one.  That  is  a  big  difference. 

DISESA;  It’s  the  same  discipline.  We  use  the  same  tools.  We  want  the  same  results. 
We’re  trying  to  change  and  influence  behavior.  The  agencies  that  are  really  good  at 
PSAs  use  the  same  discipline  towards  it  as  they  do  for  their  day-to-day  clients.  The 
biggest  mistake  they  can  make  is  not  doing  it  the  same  way.  You  can’t  throw  logic  to  the 
wind  just  because  you  are  doing  a  PSA.  You  still  have  to  use  your  God-given  talent  and 
the  skills  you’ve  learned  growing  up  in  the  business. 

ADWEEK  MAGAZINES:  How  do  you  get  the  audience  to  pay  attention  despite  the 
surrounding  distractions? 

LANGER:  It’s  like  all  advertising:  The  dog  is  barking,  the  kid  is  ctying,  and  there 
may  be  something  good  on  another  station.  You  still  have  to  hold  their  attention. 
Talk  to  them  as  you  would  a  friend.  Don’t  preach.  Put  your  arm  around  them  and 
make  them  your  friend.  You  have  to  show  them  that  they  are  concerned  about  the 
cause  and  make  them  want  to  do  something  about  it.  You  need  great  creative  people 
to  do  this.  The  work  is  only  going  to  be  as  good  as  the  creative  people  you  have 
working  on  it.  Great  creative  sends  a  message  that  strikes  a  chord  with  the  target 
audience  and  motivates  them. 

DISESA:  If  an  agency  truly  understands  the  response  it  wants,  then  it’s  going  to  put 
the  right  stimulus  in  front  of  the  audience.  It’s  all  stimulus-response.  You  almost  work 
backwards.  You  ask:  What  do  1  want  people  to  think  and  do  after  they  look  at  this 
commercial?  If  you  already  know,  it  makes  the  path  towards  achieving  it  much  clearet 
and  more  focused.  It’s  when  you  try  to  get  attention  just  for  the  sake  of  getting 
attention  that  there’s  a  problem.  If  the  PSA  is  not  relevant,  you  may  entertain 
and  engage  the  audience  for  30  seconds,  but  they  are  not  going  to  remember  the 
commercial.  The  brain  will  not  act  on  the  information  that  is  not  relevant. 

ADWEEK  MAGAZINES:  In  one  sentence,  what  would  you  say  makes  a  great  PS.A? 

LANGER:  Being  single-minded. 

DISESA:  Hard  work. 


''What  makes  really  good  PSA  advertising  is  judgement.  Everyone 
thinks  ids  talent,  but  I  really  think  it  is  judgement.  ” 
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YOU  COUU)  LEARN  A  LOT  FROM  A  DUMMY. 
BUCKLE  YOUR  SAFETY  BELT 


SMOKEY 


From  Rosie  to  Smokey  to  Iron  Eyes  Cody,  public  service  etforts  from  the  Ad  Council  hove  produced 
some  of  the  most  memorable  characters  and  taglines  in  advertising  history  So  embedded  in  the 
American  psyche,  these  iconic  figures  will  always  represent  the  messages  they  promote — one  of 
the  greatest  measures  of  ad-effectiveness,  Being  a  part  of  these  campaigns  and  seeing  their 
results  has  brought  special  satisfaction  to  the  creative  people  behind  them. 


SMOKD'  5f:.\D 

Take  that  lovable  bear.  For  instance. 
“During  all  these  years  of  Smokey  Bear’s 
existence,  his  |.)opularity  has  been  phe¬ 
nomenal,”  says  Holland  Henton,  senior 
vp,  executive  creative  director  at  Foote, 
Cone  &  Belding  in  Southern  C'alifornia, 
the  agency  that  has  shepharded  the  cam¬ 
paign  since  its  inception.  “Whether  it  he 
a  commemorative  stamp,  children’s  pro¬ 
grams,  Smokey  statues  and  landmarks, 
or  even  Smokey  personal  appearances 
such  as  umpiring  at  an  Oakland 
Athletics  game,  from  the  very  begin¬ 
ning,  there  have  been  a  variety  of  popu¬ 
lar  and  successful  vehicles  to  get  the 
Smokey  image  out  to  the  public.” 

The  longest-running  campaign  in  Ad 
Council  history,  the  wildfire-prevention 
effort  featuring  Smokey  Bear  has  aimed  to 
reach  adults  (such  as  casual  campers,  hikers 
and  mountain  bikers,  among  others)  who 
would  never  imagine  they  might  be 
responsible  for  an  accidental  forest  fire. 

The  idea  for  the  campaign  was  con¬ 
ceived  during  World  War  II,  explains 
Henton.  With  the  threat  of  incendiary 
shells  creating  wildfires  in  America’s 
national  forests,  the  War  Advertising 
Council  and  the  U.S.  Forest  Service 
joined  forces  to  form  the  Cooperative 
Forest  Fire  Prevention  Program. 


At  first,  the  idea  for  the  campaign 
was  much  darker.  “  Fhe  dummies  had  to 
go  kicking  and  screaming  into  their 
cars,”  explains  Ferguson.  But  then  the 
Leo  Burnett  creative  team  turned  to 
humor — virtually  unused  in  PSAs. 
“Before  this,  there  was  nothing  funny 
about  these  campaigns.  It  was  like  look¬ 
ing  at  accidents — you  wanted  to  turn 
your  head.  Using  dummies,  we  could 
rip  them  to  shreds  and  have  a  funny  line 
with  it.  Fhe  humor  and  the  dummies 
made  it  more  watchable.” 

Fhe  approach  proved  effective.  Over 
the  years,  Ferguson  has  received  hundreds 
of  letters  thanking  the  agency  and  the 


Initially,  the  CFFP  borrowed  Disney’s 
Bambi  as  the  campaign  mascot. 
Following  that,  the  organization  created 
its  own  .symbol,  Smokey  Bear.  In  1950,  a 
real-life  Smokey  emerged.  “A  black  bear 
cub  was  found  clinging  to  a  charred, 
smoking  tree  branch  after  a  forest  fire 
near  Capitan,  New  Mexico,”  says 
Henton,  noting  that  the  cub  became  the 
real  live  Smokey  Bear  and  lived  out  his 
days  at  the  National  Zoo  in  Washington. 


When  Vince  &  I.arry,  the  comical  crash- 
test  dummies,  first  flew  through  a  wind¬ 
shield  on  network 'W  in  1985,  seat-belt 
usage  was  at  2 1  percent  and  in  most  states 
it  wasn’t  mandated  by  law.  By  1 996,  that 
figure  climbed  to  68  percent  and  most 
states  had  adopted  seat-belt  safety  laws. 

“  Fhat  campaign  drilled  seat-belt 
usage  into  your  brain,”  says  Jim 
Ferguson,  president  and  chief  creative 
officer  at  Young  &  Rubicam  in  New 
York.  He  helped  create  the  seat-belt 
education  campaign  in  the  mid-’80s  as 
a  creative  director  at  Leo  Burnett  in 
Chicago.  “These  dummies  were  banged 
up,  torn  up,  their  heads  were  dilapidated. 
Most  of  the  stuff  in  the  spots  was  from 
what  we  learned:  You  can  get  thrown 
hundreds  of  feet  from  your  car.” 


Vince  &  Larry  have  drawn  hundreds  of 
thank  you  letters  since  their  first  crash. 


“only  you  can  prevent  forest  fires”: 
1944 


“a  mind  is  a  terrible  thing  to  waste”: 
1972 


“friends  don't  let  friends  drive  drunk”: 


.  60  years  of  truly  great  advertising: 
priceless 


Loose  Hps  sink  ships.  Take  a  bite  out  of  crime. 


Masm 
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GET  INVOLVED 

NOW. 

POLUinON 

HURTS 

ALLOFUS. 


tbu  can  help  by  becoming  o  community  ixAimeer.  \A^ile: 

America  BeaiitifuLInc.|M 

99  Pork  Averse.  Nenv  Nta  100^6 
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Iron  Eyes  Cody  agreed  to  do  anti-litter  spots  only  after  an  appeal  by  Lady  Bird  Johnson. 


rMwnon. 
flop  it 


fin  Vonre  c' 


Ad  Council  for  saving  lives.  One  of  the 
most  memorable  letters,  Ferguson 
relates,  came  from  a  family  who  survived 
a  head-on  collision  thanks  to  Vince  & 
Larr)’.  Just  minutes  before  the  accident, 
the  family’s  talk  of  the  crash-test  dummy 
duo  prompted  them  to  buckle  up. 

The  dummies  were  based  on  two 
staffers  at  Leo  Burnett — one  a  young, 
gung-ho  type  (Larry),  another  a  crusty 


In  early  1971,  Vernon  Jordan,  then 
executive  director  of  United  Negro 
College  Fund,  approached  Y&R  about 
creating  the  campaign.  Within  six 
weeks,  the  five-person  Y&R  creative 
team  wotking  on  the  effort  came  up 
with  the  famous  line  that  has  lasted 
more  than  30  years.  “Sometimes  it  takes 
a  year  or  six  months  [to  come  up  with  a 
line],’’  says  Ney.  “This  just  happened.” 


At  first,  actot  Iron  Eyes  didn’t  want  to 
do  the  commercial.  Woodruff  explains. 
But  Lady  Bird  Johnson,  an  advocate  of 
litter  prevention  who  also  was  lobbying 
against  the  proliferation  of  billboards 
along  America’s  highways,  convinced 
him  that  he  should  contribute  to  the 
beautification  effort.  “[Lady  Bird]  was 
fighting  advertising  on  one  hand 
but  using  it  to  reach  millions  for  the 


old  creative  director  (Vince).  Hence,  the 
first  spot  shows  eager  Larry  convincing 
veteran  Vince  to  stay  in  the  crashing 
business  if  only  to  save  one  life. 
In  response  to  a  plateau  in  seat-belt 
usage,  the  National  Highway  Safety- 
Administration  shelved  the  spots  in  favor 
of  a  revised  strategy  aimed  at  part-time 
safety-belt  users. 

Ni-jCDo  collect;  lino 

With  the  unforgettable  line,  “A  mind  is  a 
terrible  thing  to  waste,”  the  campaign  for 
the  United  Negro  College  Fund  also  used 
a  straightforward  approach.  Since  its 
debut  in  1972,  that  line  has  helped  raise 
millions  of  dollars  for  financial  assistance 
for  minority  education.  “It  has  become  a 
part  of  the  lexicon  around  the  world,” 
says  Ed  Ney,  chair  emeritus  of  Young  & 
1 8  Rubicam  in  New  York. 


IDON  DKcS  CODY 

On  the  first-ever  “Earth  Day,”  in  1971, 
Iron  Eyes  Cody  paddled  his  canoe  up  a 
polluted  stream  past  a  belching  smoke¬ 
stack  and  walked  to  the  edge  of  a  busy 
highway  strewn  with  trash.  As  a 
voiceover  stated,  “People  start  pollution. 
People  can  stop  it,”  a  close-up  of  Iron 
Eyes’  face  revealed  a  tear  rolling  down 
his  cheek. 

That  anti-litteting  PSA  for  the 
nonprofit  organization  Keep  America 
Beautiful  made  24  billion  impressions 
during  its  10-year  run,  according  to 
Marsteller  Advertising  in  New  York,  the 
agency  responsible  for  the  spot. 

“One  image  evokes  so  much,”  says 
Woody  Woodruff,  creative  director  at 
Marsteller.  “Throwing  out  one  piece  of 
litter  adds  up.  It  does  destroy  the 
beauty  of  Ametica.” 


anti-litter  campaign  on  the  other,” 
says  Woodruff 


Like  the  Vince  &  Larry  campaign,  a 
series  of  new  public  service  spots  to 
promote  early  colon-cancer  detection 
employ  humor.  And  the  anti-hero  of  the 
campaign,  “Polyp  Man,”  is  fast  becoming 
a  recognizable  character.  Dressed  in  a 
large  red,  bulbous  suit.  Polyp  Man  runs 
from  doctors  who  are  chasing  after  him 
like  cops  in  pursuit  of  a  perp. 

The  campaign,  unveiled  in  January, 
developed  out  of  the  finding  that  colon 
cancer  almost  always  begins  with  a 
polyp,  says  Bill  Ludwig,  vice  chairman, 
chief  creative  officet  of  Warren,  Mich.- 
based  Campbell-Ewald  Advertising,  the 
agency  that  created  the  effort.  “Get  rid 
of  the  polyp  and  you  get  the  cure,”  says 


Ludwig.  “We  didn’t  want  to  focus  on 
drama  and  doom  and  gloom.  We  wanted 
to  inspire  people  to  take  action.’’ 

I'he  PSAs,  sponsored  by  the 
American  Cancer  Society  and  the  Ad 
Council,  carry  the  tagline,  “Get  the  test, 
get  the  polyp,  get  the  cure.”  Nearly  100 
news  stories  ran  during  the  campaign’s 
launch,  Ludwig  reports.  In  addition, 
the  agency  has  received  several  laudatory 
letters  from  medical  professionals. 


McGruff  and  his  trademark  line,  “  Lake  a 
bite  out  of  crime,”  were  developed 
quickly,  says  Sherry  Nemmers,  executive 
vp,  group  creative  director  at  D’Arcy. 
With  their  trenchcoated  hound, 
Nemmers  and  colleague  Ray  Krivacy 
beat  out  the  other  writer/artist  teams  at 
[dancer,  Fitzgerald,  Sample  [now  Saatchi 
&  Saatchi]  in  a  one-day  contest  to  come 
up  with  the  right  canine  for  the  job  of 
crime-prevention  mascot.  “People  often 
call  me  the  mother  of  McGruff,”  she 
muses.  “1  was  the  youngest  writer  at  [the 
agency]  at  the  time,  and  this  was  my  very 
first  campaign.  1  started  on  McGruff  in 
1 979  and  worked  on  him  for  the  next  1 2 
years,  so  we  basically  grew  up  together  in 
the  business.  It  was  a  great  honor.” 

McGruff’s  personality  mixes  elements 
of  Nemmers,  some  famous  detectives,  and 
her  boss  at  the  time.  Jack  Keil.  But  the 
voice  is  all  Keil.  “We  considered  Peter  Falk, 
but  he  has  a  slow  way  of  talking  that 
wouldn’t  work  fbr  'l'V  and  radio  spots.. .By 
default,  1  became  the  voice,”  says  Keil, 
who’s  retired  from  the  business  but  still 
does  some  McGruff  radio  promos. 
Nemmers  and  Keil  gave  McGruff  a  fatherly 
air — deserving  of  respect  but  approach¬ 
able.  So  approachable,  Keil  relates,  that 
there’ve  been  many  instances  of  children 
confiding  in  McGruff  during  school  visits 
or  public  appearances,  sharing  crime-related 
information  that  sparked  investigations  by 
the  local  authorities. 

Roy  Elvove,  who  managed  the 
McGruff  campaign  in  its  early  days,  felt 


Keil  helped  develop  McGruff's  look — and  put  words  in  his  mouth, 


the  “McGtuff  effect”  firsthand  one 
Fhanksgiving  when  he  donned  the 
crime-fighter’s  costume  to  march  in  the 
Macy’s  Parade.  “What  1  remember  is  the 
extraordinary  number  of  parents  and 
children  who  recognized  the  character 
and  wanted  to  shake  hands,”  says 
Fdvove,  now  executive  ditectot  of  cotpo- 
rate  communications  at  BBDO.  “'Fhafs 
when  it  .set  in  upon  me  how  massively 
important  this  character  had  become  in 
the  culture.  1  was  struck  by  the  awe¬ 
some  responsibility  1  was  entrusted  with 
personally,  and  I  took  that  seriously.” 

FJvove  notes  that  in  1989  and  1990, 
McGruff’s  popularity  was  surpassed 
only  by  that  of  Mickey  Mouse. 


fully  for  a  number  of  years  until  it 
switched  its  focus  to  the  victims. 

“It’s  one  thing  for  drivers  to  hurt 
themselves,  and  another  when  they  hurt 
other  people,”  he  says.  “  Fhat’s  why  we 
developed  commercials  that  start  out  as 
a  Kodak  moment,  then  let  viewers 
know  that  this  child  or  person  was 
killed  by  a  drunk  driver.  We’re  trying  to 
make  people  angry.” 

1  he  commercials  are  straightforward 
and  authentic,  with  little  editorializing — 
something  Landsberg  believes  gives 
them  tremendous  impact. 

“The  first  indication  1  had  that  the 
campaign  was  effective  was  when  1  was 
talking  to  my  sister-in-law  in  California 
one  day,”  he  says.  “She  mentioned  that 
she’d  seen  this  incredible  commercial 
about  drunk  driving,  and  she  had  no 
idea  1  worked  on  it.  1  realized  then  that 
the  me.ssage  was  breaking  through.” 

Fhese  days,  agency  creatives  and 
media  buyers  are  happy  just  to  break 
through  the  clutter.  For  the  most  mem¬ 
orable  Ad  Council  icons,  they’ve  broken 
through  to  pop-icon  status,  extending 
their  15  minutes  of  fame  to  15  years  or 
longer — and  providing  an  immeasurable 
source  of  pride  to  the  people  who  creat¬ 
ed  them.  Says  Jack  Keil:  “In  advertising, 
most  of  the  time  you’re  pushing  .some 
product;  here  you  have  a  chance  to  do 
something  that  could  save  lives.”  *1* 


DDINK  DDIVINC 

For  one  of  the  Ad  Council’s  most 
effective  campaigns,  there  have  been 
multiple  icons  to  drive  home  the  message, 
says  Steve  Landsberg,  executive  vp  and 
senior  creative  director  worldwide  at 
McCann  North  America. 

“Our  icons  have  been  all  the  innocent 
people  killed  by  drunk  drivers,”  he  says. 
“They’re  as  iconic  as  any  singular 
symbol.  The  original  idea  of  ‘Friends 
Don’t  Let  Friends  Drive  Drunk’  was  an 
iconic  line  and  originally  designed 
to  get  friends  to  intervene  when  an 
inebriated  friend  was  about  to  drive.” 

I'hat  campaign,  he  says,  ran  success¬ 


“In  advertising,  most  of  the  time  you  re  pushhig  some  product;  here  you  have  a 
do  something  that  could  save  lives.  ” — Jack  Keil 
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THE  AMERICAN  WAY 


It  wasn’t  your  typical  road  trip. 

With  air  transportation  grounded  in  the  wake  of  Sept.  1 1 ,  eleven 
staffers  from  GSD&M  found  themselves  stranded  a  few  short 
miles  outside  the  nation’s  wounded  capital.  Rather  than  wait  it 
out,  they  took  to  the  road  to  get  home  to  Austin,  Texas,  from 
Annapolis,  Md.,  where  they  had  been  presenting  to  client  Land 
Rover.  Traveling  in  two  rented  vans,  the  agency  staffers  were  left 
with  hours  and  thousands  of  miles  before  them  to  reflect  on  the 
sobering  events  of  the  day  before. 

As  they  headed  south,  the  group  grappled  with  what  they 
could  do  beyond  giving  blood  and  making  financial  contribu¬ 
tions,  recalls  GSD&M  president  Roy  Spence.  Somewhere 
around  Raleigh,  senior  vp/group  creative  director  Jeremy  Postaer 
proposed  a  public  service  announcement  called  “I  Am  an 
American,”  which  would  celebrate  the  country’s  diversity  as  an 
antidote  to  a  possible  backlash  against  Arab  Americans  and  other 
ethnic  groups.  “In  the  process  of  getting  angry,  let’s  not  get  angry 
at  one  of  our  own,”  Spence  agreed,  suggesting  they  span  the 
country  and  film  people  from  every  walk  of  life  reciting  that  one 
simple,  powerful  line. 

By  the  next  morning,  broadcast  producers  at  the  agency  were 
soliciting  the  help  of  directors,  commercial  producers  and 
editors  across  the  country.  “On  blind  faith,  they  all  said, 
‘We’ll  do  it,”’  says  Spence.  And  filming  began  immediately  in 
Washington;  New  York;  San  Francisco;  Los  Angeles;  Raleigh, 
N.C.;  Reno,  Nev.;  Dallas;  and  Austin. 

As  soon  as  the  group  returned  to  Austin,  Spence  contacted  the 
Ad  Council,  which  embraced  the  idea  and  offered  assistance  in 
placing  and  promoting  the  spot. 

With  the  help  of  more  than  100  people,  working  under  the 
supervision  of  Postaer  and  his  partner,  David  Crawford,  the  Ad 
Council  began  distributing  the  spots  to  1 ,300  media  broadcast 
outlets  within  1 0  days  of  the  attacks. 

The  final  version  features  people  of  many  ages,  races  and 
religions  proudly  stating,  “I  Am  an  American,”  and  ends  with 
the  words,  “E  Pluribus  Unum”  (out  of  many,  one).  The  closing 

“/  am  riveted  and  my  heart  swells  near  to  bursting 
every  time  I  see  [the  spot]  aired.  It  is  the  single 
most  beautiful  and  effective  collaboration  of  our 
nations  diversity  and  of  its  unity  that  I've  ever  seen. 
Thank  you  for  spreading  its  powerfid,  elegant 
and  eloquent  message.  " — E-mail  response  to 
T  Am  an  American’  spot 


“It  was  an  amazing  extraordinary  moving 
expedience.  It  ivas  one  of  the  proudest  moments 
of  my  career. — Roy  Spence,  on  helping  to  create 
the  T  Am  an  American’  campaign 


phrase,  explains  Spence,  is  meant  to  communicate  that  “out  of 
many  faces,  religions,  geographical  backgrounds,  ethnicities,  we 
are  one  nation.” 

The  Ad  Council  estimates  the  campaign  received  some  $14 
million  in  donated  media  in  its  first  three  months.  As  a  result  of 
the  effort,  which  continues  to  run  today,  the  Ad  Council  and 
GSD&M  have  teceived  hundreds  of  e-mails.  One  relays,  “When 
the  Twin  Towers  came  crashing  down,  1  didn’t  cry.  Like  everyone 
else,  I  was  in  shock.  When  I  saw  your  PSA  ‘1  Am  an  American,’ 
I  did  cry.  Thank  you  for  putting  forth  the  best  and  most 
appropriate  PSA  ever.”  Another  said,  “I  am  riveted  and  my  heart 
swells  near  to  bursting  every  time  1  see  [the  spot]  aired.  It  is  the 
single  most  beautiful  and  effective  collaboration  of  our  nation’s 
diversity  and  of  its  unity  that  I’ve  ever  seen.  Thank  you  for 
spreading  its  powerful,  elegant  and  eloquent  message.” 

All  the  e-mails  responding  to  the  campaign  were  compiled  in 
a  booklet  and  sent  out  to  the  volunteers  who  helped  with  the 
project.  “It  was  an  amazing,  extraordinary,  moving  experience,” 
says  Spence  of  making  of  the  campaign.  “It  was  one  of  the 
proudest  moments  of  my  career.” 


III  at  I 
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Thanks  for  teaching  us 

THE  TRUE  MEANING  OF  "CALL-TO-ACTION 


From  fighting  racism  and  drugs  to  preventing  forest  fires  and  crime, 
you’ve  demonstrated  the  power  of  advertising.  Thank  you,  Ad  Council. 
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The  first  lady  and  President  Bush  thanked  Americans 
for  their  strength  in  PSAs  that  aired  iast  November. 


local  Neighborhood  Watch  program.  Viewers  are  encouraged  to 
go  to  a  national  Web  site,  www.weprevent.org,  to  see  how  they 
can  help  safeguard  their  own  communities. 

Other  post-9/ 11  crisis-response  efforts  include  PSAs  for  the 
American  Red  Cross,  community  drug  prevention,  the  Arab 
American  Instirute,  the  September  1  Irh  Fund,  vigilantism  and 
stress  disorders. 

“1  was  never  prouder  to  be  a  part  of  this  industry.  People  would 
do  whatever  they  could  to  help  us  get  our  messages  across,”  says 
Conlon,  referring  to  the  groundswell  of  support  from  agencies, 
writers,  producers,  film  crews  and  editors  and  the  media. 

Indeed,  media  support  for  all  kinds  of  public  service  advertising 
after  Sept.  1 1  was  tremendous.  From  Sept.  21  to  Dec.  31,  public 
service  advertisements  in  response  to  Sept.  1 1  received 
$22  million  in  television  advertising,  $53  million  in  radio 


en  f7 


On  the 


The  Ad  Councils  original  mission  was  clear:  Unite  the  country 
to  face  what  would  be  one  of  the  nation’s  biggest  challenges — 
World  War  II.  Working  in  tandem  with  the  Office  of  War 
Information,  the  then-named  War  Advertising  Council  created 
powerful  messages  that  inspired  patriotism,  public  service  and 
personal  responsibility  regarding  issues  of  national  security. 

In  the  wake  of  Sept.  1 1,  the  Ad  Council  has  come  full  circle, 
once  again  seeking  to  unify  and  rally  the  country,  this  time  in 
the  war  against  terrorism.  As  it  did  during  World  War  11,  the  Ad 
Council  has  been  working  closely  with  Washington  to  craft  the 
content  of  the  messages. 

It  wasted  no  time  in  getting  the  first  message  on  the  air.  Just  10 
days  after  the  terrorist  attacks,  a  public  service  announcement 
featuring  first  lady  l.aura  Bush  encouraged  parents  to  talk  to  their 
children  and  listen  to  their  feelings  regarding  the  frightening  events. 
New  York  ad  agency  McCann-Frickson  handled  the  production  in 
record  time,  filming  in  Washington  during  the  day,  editing  that 
night  and  getting  the  spots  onto  morning  talk  shows  on  Sept.  21 . 

Around  Thanksgiving  the  Ad  Council  released  a  PSA  that 
featured  President  Bush  and  the  first  lady  thanking  Americans  for 
helping  to  keep  America  strong.  The  Ad  Council  also  collaborated 
with  the  National  Crime  Prevention  Council  and  Saatchi  & 
Saatchi  to  produce  the  “United  for  a  Stronger  America”  television 
campaign.  Part  of  President  Bush’s  Citizen  Corps  program,  this  is 
the  first  installment  in  a  national  movement  designed  to  harness 
the  public’s  desire  to  get  involved  and  inspire  Americans  to  unite 
to  keep  the  country  strong.  Fhe  humorous  ads  feature  FM 
McMahon  going  door-to-door  to  encourage  residents  to  join  a 


The  "I  Am  an  American"  spots,  celebrating  cultural  diversity, 
drew  hundreds  of  e-mails  of  support. 


FDEEDOM  TI2A1L 
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"What  comes  from  the  heart,  goes  to  the  heart." 

— Samuel  Taylor  Coleridge 


We  congratulate  the  Ad  Council  on  60  years  of  achievement 

The  Bravo  Group  -  integrated  Hispanic  Communications 

Member  of  the  Y&R  Group,  a  WPP  Compait}/ 
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A  woman  from  Seattle  wrote:  “/  ivonld  like  to  express  my  thanks  for  the  'I  Am  an  American  campaign. 
The  message  and  the  faces  of  who  we  are  as  Americans  has  the  power  to  unite  so  many  of  us  when 
we  are  feeling  vulnerahle  and  alone.  1  would  love  to  see  this  campaign  last  for  a  long  time.  ” 


advertising  and  Internet  advertising  valued  at  $8.5  million,  out- 
of-home  advertising  valued  at  $3.2  million,  $1.5  million  in  news- 
paf)er  advertising,  and  nearly  $1  million  in  magazine  advertising. 

One  of  the  most  memorable  post— Sept.  1 1  ad  campaigns  was 
the  Ad  Council’s  “I  Am  an  American”  PSA,  created  by  GSD&M, 
Austin,  Texas.  Conceived  by  GSD&M  staffers  during  a  cross¬ 
country  drive  home  from  a  Sept.  1 1  meeting  in  Maryland,  rhis 
patriotic  PSA  celebrates  cultural  diversity  and  shows  Americans 
of  all  ages,  races  and  religions  looking  straight  into  the  camera 
and  saying  the  simple  words:  “I  am  an  American.” 

After  viewing  the  spot,  hundreds  of  Americans  e-mailed  rhe 
Ad  Council  expressing  their  support.  One  WWII  veteran  wrote: 
“I  am  a  Navy  veteran  of  WWll  and  1  still  remember  posters  wirh 
‘Loose  Lips  Sink  Ships’  on  them.  1  am  still  impre.ssed  with  that 
phrase  and  happy  to  learn  that  you  will  be  adding  your  know¬ 
how  to  the  upcoming  struggle.  That  should  help  the  American 
people  maintain  their  resolve  during  the  years  to  come.”  A 
woman  from  Seattle  wrote:  “I  would  like  to  express  my  thanks 
for  the  ‘1  Am  an  American’  campaign,  d'he  message  and  the  faces 
of  who  we  are  as  Americans  has  the  power  to  unite  so  many  of 
us  when  we  are  feeling  vulnerable  and  alone.  1  would  love  ro  see 
this  campaign  last  for  a  long  time.”  The  “I  Am  an  American” 
PSA  was  distributed  along  with  numerous  orher  Ad  Council  and 
non-Ad  Council  PSAs  to  some  28,000  media  sources.  It  was  also 
sent  via  video  e-mail  to  more  than  1  million  Americans. 

As  the  campaigns  evolve,  the  Ad  Council  is  transitioning  from 
the  reactive  mode  it  took  just  after  the  terrorist  attacks  to  a  more 
proactive  stance,  says  Conlon.  With  the  help  of  creative  teams 
drawn  from  agencies  nationwide,  the  Ad  Council  is  currently 
working  on  a  “Campaign  for  Freedom”  public  service  effort  that 
will  celebrate  the  many  freedoms  Americans  enjoy. 

“Over  the  next  few  years,  we  will  be  inconvenienced  in  the 
war  on  rerrorism.  At  the  end  of  the  day,  when  we  ask  why  we  are 
putting  up  with  these  inconveniences,  we  can  say  it  is  to  protect 
our  freedoms.  We  want  to  remind  the  American  people  how 
different  our  life  would  be  if  we  didn’t  have  freedom  of  speech 
and  religion,  freedom  to  assemble,  and  tbe  freedoms  that 
women  have,”  says  Conlon. 


Phil  Dusenberry,  chairman  of  the  board  of  BBDO,  North 
America,  is  acting  as  the  creative  director  for  the  campaign.  “The 
whole  idea  of  this  campaign  is  to  give  people  a  greater  sense  of 
the  prized  asset  that  we  know  as  freedom  and  underscore  how 
important  it  is  and  how  vital  it  is  to  the  American  way  of  life. 
Right  after  9/11,  there  was  a  huge  upsurge  of  patriotism.  Part 
of  the  job  of  this  campaign  is  to  rekindle  rhose  good  feelings,” 
says  Dusenberry. 

“Campaign  for  Freedom”  PSAs  will  begin  to  appear  this 
summer  in  borh  print  and  television  formats. 


From  its  original  efforts  to  rally  the  country  during  WWII  to  its 
new  Campaign  for  Freedom,  the  Ad  Council  has  come  full  circle. 


A  SLIP  OF  THE  LIP 
WILL  SINK  A  SHIP 


A  Naiy  veteran  ofW'WII  wrote:  "I  still  remember  posters  with  'Loose  Lips  Sink  Ships'  on  them. 

I  am  still  impressed  with  that  phrase  and  happy  to  learn  that  you  will  he  adding  your  knoiv-how  to  the 
upcoming  struggle.  That  shoidd  help  the  American  people  maintain  their  resolve  during  the  years  to  come. 


Thanks  Ad  Council  for 
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YEARS 

of  getting  the  word  out. 


JPMorganChase 


The  above  images  selected  from  noted  Ad  Council's  campaigns  over  the  past  60  years: 
From  left  to  right:  War  Production  Co-ordinating,  Ad  Council  Logo,  Crime  Prevention, 

Keep  America  Beautiful,  Wildfire  Prevention,  Seat  Belt  Education.  All  images  contained  here 
have  been  reprinted  \«rith  the  permission  of  the  Ad  Council. 

©  2002  J.P.  Morgan  Chase  &  Co.  All  rights  reserved. 


You  don't  have  to  be 
a  soldier  to  fight  terrorism. 
You  can  be  a  copywriter. 


.  How  many  people 
Goes  it  tave  to  protect 
one  big  loea' 


also  called  upon  a  host  or  printers,  postage  companies,  tele¬ 
marketers  and  photographers  to  donate  their  time  and 
resources.  He  estimates  that  more  than  $250,000  in  services 
has  been  donated  to  the  effort. 

David  Sable,  president  and  CEO  of  Wunderman,  New  York, 
calls  his  agency’s  decision  to  get  involved  with  the  campaign  “a 
no-brainer,”  because  immediately  following  Sept.  1 1 ,  there  was 
a  companywide  desire  to  “do  anything  to  help.”  Recalling  the 
first  step  in  getting  the  project  under  way,  Sobelson 
says,  “It  started  with  me  getting  a  big  stick  and  beating  back 
everyone  who  wanted  to  work  on  the  project.” 

Six  teams  came  up  with  a  slew  of  different  approaches 
before  gravitating  to  the  “big  idea”  idea.  That  copy,  along  with 
images  of  actual  agency  employees  who  have  done  pro-bono 
work  for  the  Ad  Council,  decorated  the  outside.  Inside  was  a 
letter  outlining  the  effort,  as  well  as  brochures  and  posters  to 
share  with  the  office. 

“The  creative  conveys  a  sense  of  taking  ourselves  seriously,  but 
not  too  seriously,”  Sobelson  says.  Additional  creative  includes 
print  ads  running  in  trade  publications  and  online  banners 
that  link  to  the  Web  site  www.campaignforfreedom.org. 

With  a  goal  of  $200,000,  the  Ad  Council  is  asking  only  for 
modest  donations,  suggesting  gifts  of  $5  to  $50.  Anyone  who 
donates  $50  or  more  will  receive  a  “Campaign  for  Freedom” 
commemorative  pin.  The  first  PSA  is  slated  to  break  this 
summer.  The  campaign  will  last,  says  Dolan,  as  long  as  there 
are  funds  available  to  finance  it.  *1* 


More  than  6,200  executives  at  U.S. 
advertising  and  marketing  agencies 
recently  received  a  red,  white  and  blue 
package  imprinted  with  the  cryptic 
question:  “How  many  ad  people  does  it 
take  to  protect  one  big  idea?” 

The  “big  idea”  refers  to  the  Ad 
Council’s  Campaign  for  Freedom,  an 
effort  conceived  in  the  aftermath  of 
Sept.  1 1  to  remind  Americans  of  the 
freedoms  they  enjoy  and  that  these 
freedoms  should  not  be  taken  for  granted.  The  direct-mail  fund¬ 
raiser  was  seen  as  a  good  way  of  generating  support  from  the  entire 
advertising  community.  For  years,  the  Ad  Council  has  drawn  sig¬ 
nificant  financial  support  from  advertising  and  marketing  corpora¬ 
tions  nationwide.  But  until  now,  it  had  never  conducted  a  direct 
marketing  campaign  targeted  specifically  at  individuals  within  the 
ad  community. 

Says  Ad  Council  president  Peggy  Conlon  of  the  new  fund¬ 
raising  drive;  “We  are  trying  to  engage  the  whole  industry,  but 
on  an  individual  basis.”  Conlon  recalls  that  since  its  earliest  days, 
the  Ad  Council  has  been  considered  “advertising’s  gift  to 
America.”  “I  think  that  really  captures  what  we’re  trying  to  do 
here,”  she  says. 

By  enlisting  individuals,  the  ad  community  will  take  owner¬ 
ship  of  the  program  and  each  person  will  become  an  emissary 
of  the  campaign,  notes  Joel  Sobelson,  chief  creative  officer, 
executive  vp  at  Wunderman,  New  York. 

Wunderman  was  approached  by  Bob  Wientzen,  president  and 
CEO  of  the  Direct  Marketing  Association,  shortly  after  Sept.  1 1 
to  help  with  the  fund-raising  effort.  It  was  Wientzen  who  first 
thought  of  going  directly  to  agency  employees  to  seek  support. 
He  approached  the  Ad  Council  with  his  plan  and  then  went  to 
work,  beginning  with  Wunderman. 

“I  really  thought  the  whole  industry'  should  be  sponsoring  [the 
Campaign  for  Freedom  effort],”  says  Wientzen.  “I  thought  this 
was  a  great  opportunity  to  show  that  the  Ad  Council  could 
generate  a  broad  level  of  support  from  within  the  industry  and  lay 
the  groundwork  for  an  annual  agency  campaign.” 

Wientzen  not  only  enlisted  Wunderman  to  do  the  creative  but 


A  commemorative  pin 
goes  to  those  who 
donate  $50  or  more. 


Materials  promoting  the  first  intra-industry 
fund-raising  drive 
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Presidential  Praise 

Some  congressmen  would  kill  for 
the  kind  of  bipartisan  support  the 
Ad  Council  has  received  over  the 
years — from  the  Oval  Office. 
Then  again,  what  savvy  politician 
wouldn't  want  to  link  his  name 
to  the  noblest  social  causes  of 
the  day?  Maybe  that's  why  every 
U.S.  president  since  Franklin  D. 
Roosevelt  has  praised  the  Ad 
Council  for  its  blend  of  public 
service  and  private-sector 
ingenuity.  Ronald  Reagan 
commended  the  "public-spirited" 
manner  in  which  American 
business,  the  advertising  industry 
and  the  media  have  united  under 
Ad  Council  leadership.  Lyndon  B. 
Johnson  simply  said  we  live  in  a 
better  country  because  of  the 
work  of  the  Ad  Council  and  its 
supporters  in  industry  and  media. 
As  P.R.  soundbites  go,  it  doesn't 
get  much  better. 
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"The  voluntary  contribution  ipfe  by  men  and  women 
under  the  Council's  leadership  has  been  of  notable 
assistance  to  the  government's  wartime  information 
programs.  I  am  informed  that  nearly  a  billion  dollars  worth 
of  advertising  has  been  contributed  to  war  programs  since 
Pearl  Harbor.  This  large-scale  aid  from  American  business 
has  helped  our  people  keep  informed  of  the  need  to  buy  war 
bonds,  prevent  inflation,  donate  blood  arid  otherwise  play 
their  part  in  the  war. 


And  after  the  war,  there  will  be  many  critical  national 
problems  requiring  the  understanding  and  cooperation 
of  every  American.  It  is  vitally  important  that  the  working 
partnership  between  business  and  government,  which  has 
so  successfully  brought  information  to  the  people  in 
wartime,  continue  into  the  post-war  perioid." 


FRANKLIN  D.  ROOSEVELT 
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"The  Advertising  Council  has  shown  that  men  can  use 
words  and  images  to  help  others  perceive  the  world 
around  them,  the  ideals  which  guide  them,  and  most 
important,  to  perceive  their  own  worth.  You  may  have 
my  hopes  that  your  system  of  voluntary  action  for  public 
service  will  continue  to  inspire  and  serve  as  a  model  for 
others  not  only  here  but  throughout  the  world." 

RICHARD  M.  NIXON 


"The  Ad  Council  represents  a  unique  blend  of  public 
service  and  private  sector  ingenuity.  This  private, 
non-profit  organization  conducts  public  service 
advertising  campaigns  in  cooperation  with  the 
communications  industries  and  the  agencies  of  the  Federal  government. 
In  so  doing,  the  Council  makes  a  substantial  contribution  to  the 
quality  of  life  in  America.  For  its  distinguishing  work,  and  for  the 
commendable  spirit  that  motivates  it,  the  Ad  Council  has  my  gratitude 
and  that  of  every  concerned  American." 


GERALD  R.  FORD 


"I  congratulate  and  commend  The  Advertising 
Council  for  its  two  decades  of  public  service 
to  the  U.S.  Government  in  bringing  important 
messages  to  the  American  people.  The 
Council  can  well  be  proud  of  its  reci^  in  war 
and  in  peace." 

JOHN  F.  KENNEDY 


"It  is  not  enough,  then,  to  give  our  faith  to 
slogans,  even  to  individuals.  We  must  think 
of  our  own  comprehension.  And  I  think  no 
other  body  has  done  more.. .in  trying  to 
inform  America  across  the  board  of  these 
things  than  has  The  Advertising  Council." 

DWIGHT  D.  EISENHOWER 


"We  live  in  a  better  country 
because  of  the  work  of  the 
CouiKil  and  its  supporters  in 
industry  and  media.* 

LYNDON  B.  JOHNSON 


"I  am  greatly  pleased  to  hear  that  The  Advertising  Council  plans  to  carry  on 
its  public  service  activities.  I  would  like  to  express  the  sincere  hope  that 
American  business  will  see  its  way  clear  to  supporting  your  public  service 
projects.. .Our  problems,  unfortunately,  did  not  end  with  the  war,  and  there 
will  be  many  vital  ones  which  cannot  be  solved  without  the  understanding  and 
cooperation  of  the  people." 

HARRY  S.  TRUMAN 


"The  inspiring  work  of  the  Ad  Council  has  bad,  and 
continues  to  have,  a  dramatic  impact  on  the  lives  of  our 
entire  citizenry.  As  a  partnership  of  the  advertising, 
business  and  media  communities  the  Ad  Council 
continually  proves  the  power  of  public  service  to  affect 
positive  change.  From  "Loose  Lips  Sink  Ships"  to 
"Friends  Don't  Let  Friends  Drive  Drunk,"  the  Ad 
CoutKil  has  not  only  raised  awareness  about  issues 
important  to  all  Americans,  but  more  importantly,  has 
inspired  action.  In  doing  so,  it  has  made  our  communities 
safer,  our  environment  cleaner  and  our  families  healthier. 
I  am  extremely  grateful  to  the  organization  for  its  enduring 
commitment  to  public  service." 

GEORGE  BUSH 


"...I  know  the  effectiveness  with 
which  The  Advertising  Council  has 
undertaken  public  programs  in 
the  past... I  deeply  appreciate  your 
willingness  to  help... I  think  that  if  we 
can  just  keep  the  American  people 
aware  of  what  our  nation  is  and  what 
our  nation  can  be,  we  will  all  have  a 
legitimate  sense  of  pride  in  having 
participated..." 


"The  Ad  Council's  messages  speak  to  dreams, 
respond  to  fears  and  bring  needed  attention  to 
important  issues.  During  my  administration,  the 
Ad  Council  helped  me  and  the  parents  of  our 
nation  talk  to  their  children  about  gun  violence 
and  the  dangers  of  using  drugs.  I  am  profoundly 
grateful  for  their  work." 

WILLIAM  J.  CLINTON 


MKrUTiMION  %9wm 


JIMMY  CARTER 


"...I  welcome  this  opportunity  to  express  my  continuing 
high  regard  for  the  work  of  The  Advertising  Council.  I 
commend  the  public-spirited  manner  in  which  American 
business,  the  advertising  industry,  and  the  media  have  united 
under  your  leadership  to  provide  the  professional  skills 
and  resources  necessary  to  fulfill  your  public  service 
campaigns.  By  promoting  voluntary  citizen  actions  to 
solve  national  problems,  you  provide  a  great  service 
for  America..." 


"The  Ad  Council  has  made  and  continues  to  make  significant 
conirfoutions  to  improvii^  the  lives  of  aH  Americans. 
P»ticulariy  since  SepLII,  the  Ad  Coimdi's  mesa^  of  hdp 
and  heating  in  its  'Campaign  for  Freedom'  have  helped  our 
nation  respond  to  and  recover  fram  the  terrorist  atta^.  The 
Ad  Coun^  has  helped  denmnstrate  the  power  of  pubfic 
service  and  the  benefits  of  volunteerism.  I  commend  tius 
cotiaboratfon  of  advertising,  medu  mtd  business,  and  the 
Ad  Coundi's  valuable  service  to  our  nation." 


RONALD  REAGAN 


GEORGE  W.  BUSH 


Presidential  Praise 
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"The  voluntary  contribution  by  men  and  women 

under  the  Council's  leadership  has  been  of  notable 
assistance  to  the  government's  wartime  information 
programs.  I  am  informed  that  nearly  a  billion  dollars  worth 
of  advertising  has  been  contributed  to  war  programs  since 
Pearl  Harbor.  This  large-scale  aid  from  American  business 
has  helped  our  people  keep  informed  of  the  need  to  buy  war 
bonds,  prevent  inflation,  donate  blood  and  otherwise  play 
their  part  in  the  war. 


And  after  the  war,  there  will  be  many  critical  national 
problems  requiring  the  understanding  and  cooperation 
of  every  American.  It  is  vitally  important  that  the  working 
partnership  between  business  and  government,  which  has 
so  successfully  brought  information  to  the  people  in 
wartime,  continue  into  the  post-war  period." 


FRANKLIN  D.  ROOSEVELT 


GERALD  R.  FORD 


"The  Advertising  Council  has  shown  that  men  can  use 
words  and  images  to  help  others  perceive  the  world 
around  them,  the  ideals  which  guide  them,  and  most 
important,  to  perceive  their  own  worth.  You  may  have 
my  hopes  that  your  system  of  voluntary  action  for  public 
service  will  continue  to  inspire  and  serve  as  a  model  for 
others  not  only  here  but  throughout  the  world." 


RICHARD  M.  NIXON 
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"The  Ad  Council  represents  a  unique  blend  of  public 
service  and  private  sector  ingenuity.  This  private, 
non-profit  organization  conducts  public  service 
advertising  campaigns  in  cooperation  with  the 
communications  industries  and  the  agencies  of  the  Federal  government. 
In  so  doing,  the  Council  makes  a  substantial  contribution  to  the 
quality  of  life  in  America.  For  its  distinguishing  work,  and  for  the 
commendable  spirit  that  motivates  it,  the  Ad  Council  has  my  gratitude 
and  that  of  every  concerned  American." 


''I  congratulate  and  commend  The  Advertising 
Council  for  its  two  decades  of  public  service 
to  the  U.S.  Government  in  bringing  important 
messages  to  the  American  people.  The 
Council  can  well  be  proud  of  its  record  in  war 
and  in  peace." 

JOHN  F.  KENNEDY 
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"It  is  not  enough,  then,  to  give  our  faith  to 
slogans,  even  to  individuals.  We  must  think 
of  our  own  comprehension.  And  I  think  no 
other  body  has  done  more... in  trying  to 
inform  America  across  the  board  of  these 
things  than  has  The  Advertising  Council." 

DWIGHT  D.  EISENHOWER 


"We  live  in  a  better  country 
because  of  the  work  of  the 
Council  and  its  supporters  in 
industry  and  media." 

LYNDON  B.  JOHNSON 


"I  am  greatly  pleased  to  hear  that  The  Advertising  Council  plans  to  carry  on 
its  public  service  activities.  I  would  like  to  express  the  sincere  hope  that 
American  business  will  see  its  way  clear  to  supporting  your  public  service 
projects... Our  problems,  unfortunately,  did  not  end  with  the  war,  and  there 
will  be  many  vital  ones  which  cannot  be  solved  without  the  understanding  and 
cooperation  of  the  people." 

HARRY  S.  TRUMAN 


"The  inspiring  work  of  the  Ad  Council  has  had,  and 
continues  to  have,  a  dramatic  impact  on  the  lives  of  our 
entire  citizenry.  As  a  partnership  of  the  advertising, 
business  and  media  communities  the  Ad  Council 
continually  proves  the  power  of  public  service  to  affect 
positive  change.  From  "Loose  Lips  Sink  Ships"  to 
"Friends  Don’t  Let  Friends  Drive  Drunk,"  the  Ad 
Council  has  not  only  raised  awareness  about  issues 
important  to  all  Americans,  but  more  importantly,  has 
inspired  action.  In  doing  so,  it  has  made  our  communities 
safer,  our  environment  cleaner  and  our  fomilies  healthier. 
I  am  extremely  grateful  to  the  organization  for  its  enduring 
commitment  to  public  service." 

GEORGE  BUSH 


"...I  know  the  effectiveness  with 
which  The  Advertising  Council  has 
undertaken  public  programs  in 
the  past... I  deeply  appreciate  your 
willingness  to  help... I  think  that  if  we 
can  just  keep  the  American  people 
aware  of  what  our  nation  is  and  what 
our  nation  can  be,  we  will  all  have  a 
legitimate  sense  of  pride  in  having 
participated..." 


"The  Ad  Council's  messages  speak  to  dreams, 
respond  to  fears  and  bring  needed  attention  to 
important  issues.  During  my  administration,  the 
Ad  Council  helped  me  and  the  parents  of  our 
nation  talk  to  their  children  about  gun  violence 
and  the  dangers  of  using  drugs.  I  am  profoundly 
grateful  for  their  work." 

WILLIAM  J.  CLINTON 


JIMMY  CARTER 


"...I  welcome  this  opportunity  to  express  my  continuing 
high  regard  for  the  work  of  The  Advertising  Council.  I 
commend  the  public-spirited  manner  in  which  American 
business,  the  advertising  industry,  and  the  media  have  united 
under  your  leadership  to  provide  the  professional  skills 
and  resources  necessary  to  fulfill  your  public  service 
campaigns.  By  promoting  voluntary  citizen  actions  to 
solve  national  problems,  you  provide  a  great  service 
for  America..." 


"The  Ad  Council  has  made  and  continues  to  make  significant 
contributions  to  improving  the  lives  of  all  Americans. 
Particulariy  since  SepLII,  the  Ad  CoundPs  messages  of  help 
and  healing  in  its  'Campai^  for  FreedonY  have  helped  our 
nation  respond  to  and  recover  from  the  terrorist  attacks.  The 
Ad  Council  has  helped  demonstrate  the  power  of  p(d)lic 
service  and  the  benefits  of  voiunteerism.  I  commend  thb 
collaboration  o(  advertising,  media  and  business,  and  the 
Ad  CounciPs  valuable  service  to  ow  nation." 

GEORGE  W.  BUSH 


RONALD  REAGAN 


Hanks'  movie  roles  gave  him  credibility  in  PSAs  aimed  at  raising 
funds  for  the  WWII  Memorial. 

What  do  Humphrey  Bogart,  the  New  York  Yankees,  Clint  Eastwood, 
Glenn  Close,  Bill  Clinton,  Mary  J.  Blige  and  the  Chipmunks  all  have 
in  common?  They’ve  all  appeared  in  Ad  Council  PSAs.  In  the  1940s, 
Bogie  urged  Americans  to  buy  war  bonds.  In  the  ’50s,  Bing  Crosby 
promoted  donating  to  college  education  funds,  and  in  the  late  ’70s, 
Ciregory  Peck  appeared  on  behalf  of  the  Alliance  to  Save  Energy.  A-list 
celebrities  have  a  history  of  donating  their  time  and  talents  to  worthy 
Ad  Council  causes.  They’re  naturals,  elevated  by  an  adoring  public  to 
hero  status  and  therefore  guaranteed  to  attract  attention. 

But  to  get  to  the  next  step  takes  more  than  mere  celebrity. 
Motivating  people  to  take  action  usually  depends  on  two  things: 
the  relevance  of  what’s  being  said  and  the  credibility  with  which  the 
message  is  delivered. 

Some  of  the  most  effective  and  powerftil  Ad  Council  PSAs  have  had 
both.  Like  when  Jason  Robards  surprised  everyone  by  admitting,  “I’m 
an  alcoholic,”  in  Ad  (Council  .spots  for  the  National  Council  on 
Alcoholism.  And  when  longtime  environment  advocate  Clint  Eastwood 
promoted  conservation  in  ads  for  the  U.S.  Department  of  the  Interior. 

Even  some  celebrities  with  fur  have  had  the  kind  of  credibility  the 
Ad  Council  looks  for.  Hence  the  PSA  with  the  Chipmunks  demon¬ 
strating  how  not  to  start  forest  fires,  and  Sesame  Street’s  Cookie 
Monster  emphasizing  the  importance  of  a  balanced  diet. 


Yankees  centerfielder  Williams  stepped  up  to  the  plate  in  PSAs  to 
promote  programs  benefiting  youth. 

Sports  figures  have  been  similarly  effective.  In  the  ’80s,  tennis  great 
Chris  Evert  and  MLB  star  Reggie  Jackson  warned  against  abusing  crack 
and  cocaine  for  the  National  Institute  of  Drug  Abuse.  Jockey  Willie 
Shoemaker  teamed  with  hoops  legend  Karem  Abdul-Jabbar  in  spots  for 
the  U.S.  Space  Foundation.  Currently,  through  a  partnership  with  the 
new  YES  Network,  Derek  Jeter,  Joe  Torre,  Bernie  Williams,  Mike 
Mussina  and  other  members  of  the  New  Yotk  Yankees  are  appearing  in 
PSAs  for  three  youth-targeted  campaigns:  Operation  Graduation,  the 
Afterschool  Alliance  and  community  drug  prevention. 

Another  recent  “celebtity  best”  was  Tom  Hanks’  appearance  in  the 
1 999-2000  campaign  to  raise  funds  for  the  WWII  Memorial.  Coming  off 
a  string  of  box-office  bits  with  WWII  themes.  Hanks  was  a  shoe-in  for 
the  PSA  role.  The  spots  dtew  praise  and  money,  and  Hanks  even  plugged 
the  Ad  Council  cause  during  his  1999  People’s  Choice  Awards- 
acceptance  speech  for  Best  Actor  in  Private  Ryan.  When  the  time  came  to 
shoot  a  second  series  of  spots  for  the  campaign.  Hanks  had  grown  so 
much  hair — on  his  head  and  his  chin — for  his  role  in  Castaway  that  the 
spot  producer  had  to  use  an  old  image  of  him  with  his  new  voiceover. 

Among  other  famous  contributors  and  the  causes  they’ve  assisted: 
•Jeanine  Garafolo:  voiceover  for  Library  of  Congress  PSAs 
•  Tom  Selleck:  voiceover  for  Fatherhood  Initiative  PSAs 
•E.d  McMahon:  appears  in  spots  for  National  Crime  Prevention 
Council’s  “Neighborhood  Watch  Program” 

•Tim  Allen:  voiceover  for  colorectal  cancer  prevention  and  early 
detection  PSAs 

•Bill  Clinton:  featured  in  “Talking  With  Kids  About  Violence”  PSAs 
•Glenn  Close:  voiceover  for  “Healthy  Start:  Begin  Before  Baby’s  Born” 
•Mary  J.  Blige:  featured  in  “Get  Out  the  Vote”  PSA 
•Dionne  Warwick:  featured  in  Red  Cross  PSA 
•Spike  Lee:  directed  several  UNCF  PSAs 
•Harrison  Ford:  voiceover  for  F?arth  Share  PSAs 
•l.aura  Innes  (£/?  actress):  featured  in  Fecn  Pregnancy  Prevention  PSA 
•Marc  Anthony,  Jon  Bon  Jovi,  Hootie  and  the  Blowfish  and  Carlos 
Santana:  featured  in  PSAs  for  Recording  Artists,  Athletes  and  Actors 
Against  Drunk  Driving  (RADD)  ❖ 
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Nurturing 


Our  Nation’cS  Mure 


It’s  a  simple  but  profound  premise: 

Childten  are  the  futute;  their  welfare  must 
be  a  national  priority.  That’s  the  founda¬ 
tion  upon  which  the  Ad  Council’s 
Commitment  2000  program  was  built. 

It  was  the  mid-1990s,  and  the  national 
statistics  showed  an  alatming  rise  in  child 
abuse  and  neglect,  as  well  as  gun  violence 
and  drug  use  around  children.  The  Ad 
Council  saw  the  need  for  bold  action,  a 
shifting  of  focus  and  resources.  And  with 
the  stakes  so  high,  the  Ad  Council  broke 
from  its  pattern  of  responding  to  prob¬ 
lems  and  set  out  to  prevent  them,  estab¬ 
lishing  “Commitment  2000:  Raising  a 
Better  I'omorrow.’’  The  mission  of  the 
10-year  plan,  now  in  its  seventh  year,  was 
to  “raise  awareness  and  stimulate  individual 
action  to  make  sure  America’s  children 
have  the  best  chance  of  achieving  their 
full  potential.’’ 

With  a  goal  of  that  scope  and  gravity,  the  Ad  Council  now 
devotes  80  percent  of  its  resources  to  campaigns  concerning 
children’s  issues.  More  than  two-thirds  of  current  Ad  Council 
campaigns  impact  children  and  those  who  care  for  them, 
addtessing  issues  such  as  ptevention  of  child  abuse,  the  cteation 
of  after-school  programs  and  the  promotion  of  prenatal  care. 

“At  the  time  we  developed  Commitment  2000,  there  were 
two  sets  of  statistics  out  there:  First,  child-related  issues  were 
growing,  such  as  child  abuse,  the  lack  of  child-support 
payments,  child-health  issues,’’  says  Bob  Wehling,  co-chair  of 
the  Ad  Council’s  advisory  committee  and  a  former  chairman  of 
the  Ad  Council,  who  also  is  a  senior  adviser  with  the  Hunt 
Institute,  which  educates  politicians  on  children’s  issues.  “At  the 
same  time,  other  data  showed  that  every  dollar  you  invested  in 
children  early  in  life  paid  society  a  dividend  of  six  dollats  later. 
1  hose  figures  are  very  compelling,  and  they  led  us  to  want  to  do 
everything  we  could  to  get  kids  off  to  a  good  start.’’ 

Following  are  some  of  the  current  campaigns  developed  on 
behalf  of  children,  appearing  in  a  range  of  media  that  include 
I'V,  radio,  newspapers,  magazines,  Internet  and  outdoor: 

•  In  conjunction  with  National  Child  Abuse  Prevention  Month 
in  Aptil,  the  organization  Prevent  Child  Abuse  America  launched 


a  multimedia  campaign  encouraging  adults 
to  take  action  to  stop  child  abuse  and 
neglect  before  they  happen. 

•  Using  an  ad  featuring  a  land-bound  gold¬ 
fish  gasping  for  breath,  the  Fmvironmental 
Protection  Agency  aims  to  help  the 
estimated  5  million  children  in  the  U.S. 
who  suffer  from  asthma,  instructing 
parents  where  to  turn  for  information  on 
managing  the  disease. 

•  “Connect  for  Kids,’’  introduced  by  the 
Benton  Foundation,  in  partnership  with 
the  National  Fiducation  Association,  uses 
humor  to  illustrate  how  adults  can  connect 
with  resources  to  help  young  people.  One 
ad  pictures  a  schoolgirl  explaining 
to  het  classmates  the  human  circulatoty 
system — drawn  on  her  dad’s  bare  torso — 
with  the  tagline,  “Want  to  help  your  kid 
with  science  but  not  sure  how?”  Fhe  ad 

directs  its  audience  to  a  Web  site  for  more  information  about 
connecting  with  kids.  In  2000,  hits  to  the  site,  www.connect- 
forkids.org,  reached  159,91  1,250 — an  increase  of  3,377 
percent  from  its  1999  level  of  3,449,631.  U.ser  sessions  to  the 
Web  site  increased  by  983  percent.  Additionally,  an  average 
of  75  people  per  month  in  2000  reported  either  starting  ot 
increasing  their  action  on  behalf  of  children  as  a  result  of 
visiting  the  Web  site. 

•  After  one  year  of  PSAs  airing  for  the  Parents  As  Teachers  First 
campaign,  developed  to  empower  parents  with  key  tips  on 
stimulating  their  child’s  individual  development  at  an  early  age, 
awareness  of  the  “Brainwaves”  spot  rose  30  percent  among  its 
core  target,  Hispanic  patents  of  babies  newborn  to  1 2  months. 
And  people  who  see  the  ads  are  taking  action:  One  in  three 
Hispanic  parents  of  a  baby  in  the  age  range  reported  reading 
more  to  their  baby  (29  percent)  and  is  paying  attention  to  speak¬ 
ing  in  complete  sentences  (32  percent). 

•  By  the  end  of  its  first  full  year  (in  March  2001),  the  Library  of 
Congress  campaign  generated  100  million  hits  to  the  Web  site 
www.americaslibrary.gov. 

The  Internet  has  proved  a  huge  boost  to  the  tried-and-true 
media  mix  (TV/newspapers/magazines)  used  for  these  campaigns, 
and  many  Commitment  2000  spots  have  turned  up  in  more 


Andrea  Alstrup 

corporate  vp, 
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Johnson  &  Johnson, 
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Want  to  help  your  kid  with  science 
but  not  sure  how? 

■  tMor  «ndho>*K>h«((>ifiHiKtv3al  Hv<Nli>ndia(w«y>to 
h*lp  «a  Un«t»  kKJv  k>9  on  t« 


‘'The  Ad  Council  now  devotes  80  percent  of  its  resources  to  campaigns 
concerning  childrens  issues.  More  than  two-thirds  of  current  Ad  Council 
campaigns  impact  children  and  those  who  care  for  them.  ” 


unorthodox  venues,  including  bus  shelters,  the  Yellow  Pages  and 
movie-theater  advertising. 

Over  the  course  of  the  initiative,  research  has  been  an  important 
ingredient  fot  understanding  public  attitudes  and  shaping 
campaigns.  In  the  nascent  stage  of  Commitment  2000,  the  Ad 
Council  and  Ronald  McDonald  House  Charities  commissioned 
research  firm  Public  Agenda  to  study  public  opinion.  The  result 
was  an  eye-opening  repott  titled  “Kids  These  Days:  What 
Americans  Really  Think  About  the  Next  Generation.”  The  1997 
report  and  a  follow-up  study  two  years  later  found  that  most 
Americans  were  pessimistic  about  the  next  generation  and  that 
they  largely  laid  the  blame  for  kids’  shortcomings  on  parents. 
Such  discoveries  proved  invaluable  in  identifying  barriers  to 
action  that  needed  to  be  addres,sed  in  the  campaigns. 

Although  the  results  of  such  advertising  can  be  difficult  to 
quantify,  the  Ad  Council  set  out  to  measure  the  impact — and 
found  that  the  campaigns  had,  indeed,  yielded  a  cornucopia  of 
desired  results.  The  response  to  certain  appeals  was  staggering. 
A  campaign  conducted  on  behalf  of  the  nonprofit  “Save  the 
Children”  organization,  to  encourage  adults  to  mentor  youths, 
inspired  nearly  6,000  volunteers  to  sign  on  as  role  models  in  just 
the  first  year.  The  National  Fatherhood  Initiative,  launched  in 
1995  to  promote  fathering  and  to  provide  men  with  information 
they  need  to  be  better  dads,  generated  more  than  23,000  calls 
annually  to  a  toll-free  number  by  1 999. 

Key  to  the  success  of  these  campaigns  is  the  extensive  support 
from  the  media  companies  that  have  generously  donated  ad 
space  and  air  time  to  help  maximize  the  audience  receiving  these 


important  messages.  And  their  support  keeps  growing: 
At  the  start  of  Commitment  2000,  media  partners  donated  an 
impressive  $338.1  million  worth  of  advertising.  By  2001,  that 
figure  had  swelled  to  a  whopping  $4.8  billion. 

Despite  the  numerous  accomplishments  of  Commitment 
2000,  there  is  still  much  to  do  to  remove  the  roadblocks  that 
many  of  our  nation’s  children  still  encounter.  As  the  Ad  Council 
has  learned  over  these  many  years,  it  cannot  expect  to  change 
behaviors  and  attitudes — or  to  solve  America’s  deep-seated  and 
complex  social  problems  overnight.  But  kids  need  our  help  more 
than  ever,  and  through  Commitment  2000,  the  Ad  Council  and 
its  partners  will  continue  to  help  give  them  a  fighting  chance.  ❖ 


■■  conn^ctferkhto  otq 


The  National  Fatherhood  Initiative  has  generated  more  than 
23,000  calls  annually  to  a  toll-free  number  since  1995. 
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The  "Connect  for  Kids"  campaign  uses  humor  to  show  how 
adults  can  connect  with  young  people. 


,  I  have  their  eyes  on 

Guideposts 


For  the  second  year  in  a  row,  the  groundbreaking 
MARS  Pharmaceutical  study  shows  Guideposts’ 
9.5  million  readers  among  top  consumers  of 
pharmaceutical  products. 

MARS,  the  largest  body  of  research  dedicated  exclusively  to  consumer 
healthcare  advertising,  once  again  revealed  the  value  of  Guideposts’ 
readership  to  DTC  /^OTC  marketers; 


•  Readership  increased  3%  to  9.5  million  readers 

•  Higher  scores  in  product  usage  and  major  disease  categories 

•  Top  ten  rankings  in  more  of  the  400  DTC  /  OTC  brands  surveyed 


Guideposts,  the  leader  of  the  growing  Inspirational  category  of  magazines, 
is  a  must-buy  to  reach  key  pharmaceutical  consumers. 

To  find  out  more  about  the  MARS  study  and  how  Guideposts  performed 
contact  Associate  Publisher  James  Sammartino  at  (212)  251-8169  or  visit 
www.guidepostsmedia.com. 

Millions  of  your  customers  have  their  eyes  on  Guideposts  -  so  should  you. 


Guideposts 

America’s  Source  for  Inspiration 


Congratulations  to 
The  Ad  Council 
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SPECIAL  ADVERTISING  SECTION 


TECHNOLOGY 


Inspires 

NEW 

INITIATIVES 


Ad  Council  text  PSA  messages  appear  on  mobile 
handheld  devices  via  Vindigo,  a  navigation  and 
intormation  service. 


At  a  time  when  radio  touched  most  Americans’  lives  and  when  Franklin  D. 
Roosevelt’s  Fireside  Chats  helped  the  nation  pull  through  the  Depression  and 
WWII,  the  newly  formed  Ad  Council  harnessed  the  medium  to  carry  messages  of 
unity  and  conservation  to  Americans  on  the  home  front. 

With  the  top  radio  shows  reaching  about  20  million  listeners,  writers  for  original 
dramas  supported  the  Ad  Council’s  war  effort  by  incorporating  reminders  about 
a  variety  of  wartime  issues  into  their  programs.  In  one  notable  plea  about 
conserving  resources,  a  character  on  his  deathbed  cried  out,  “The  food  you  save 
can  feed  a  soldier.’’  Other  key  media  included  billboards  (“Rosie  the  Riveter”  and 
“Loose  Lips  Sink  Ships”),  magazines  and  newspapers.  And  on  several  occasions, 
even  diaper-delivery  vans  were  requisitioned  for  promotional  service. 

After  the  war,  the  Ad  Council,  renamed  from  the  War  Advertising  Council, 
shifted  its  focus  to  a  broader  array  of  social  causes  as  an  exciting  new  medium  came 
along  to  carry  its  messages — the  amazing  talking  box.  With  television,  the  Ad 
Council  could  dramatically  expand  reach,  add  visual  impact  and  further  reach  out 
to  Americans  nationwide.  It  spread  goodwill  for  important  social  causes  like  the 
United  Negro  College  Fund  and  the  American  Red  Cross.  Public  service  campaigns 
with  powerful  visual  images  became  deeply  ingrained  in  the  national  psyche.  TV 
made  Smokey  Bear  and  Iron  Eyes  Cody  bona  fide  media  stars,  and  awareness  of 
their  causes — preventing  forest  fires  and  pollution — increased  nationwide. 

Today,  the  advent  of  yet  another  new  technological  force — the  Internet — is 
once  again,  stimulating  and  inspiring  new  initiatives  in  how  the  Ad  Council 
communicates  with  the  American  public.  Thanks  in  large  part  to  support  from  the 
Internet  community.  Ad  Council  banners  ran  on  a  variety  of  targeted  Internet  sites 
in  2001  and  the  Internet  is  one  of  the  Ad  Council’s  top  three  advertising  donors, 
along  with  television  and  radio. 

“Ad  Council  Internet  campaigns  received  a  total  of  more  than  9  billion  impressions 
or  $244  million  in  donated  advertising  space  in  2001,”  says  Ira  Tumpowsky,  Ad 
Council  executive  vp  of  media.  Radio  is  still  at  the  forefront  in  donations  with 
$885  million  worth  of  ait  time  devoted  to  Ad  Council  campaigns  in  2001,  while 
television  and  cable  accounted  for  over  $405  million. 

Ad  Council  Web  banner  PSAs  are  distributed  to  a  number  ol  Web  properties  thanks 
to  relationships  with  various  Internet  advertising  networks  and  other  industry  organiza¬ 
tions.  “The  Ad  Council  has  a  long  histoty  of  public  service  in  this  country,  and  our 
success  would  not  have  been  possible  without  the  support  of  the  media,”  says  Ad 
Council  president  and  CEO  Peggy  Conlon.  “The  effort  that  the  Internet  industry 
has  made  so  quickly  to  support  our  messages  is  astounding.  I  am  pleased  to  see 
that  it  has  adopted  the  covenant  of  giving  back  to  the  American  community.” 

The  top  five  Ad  Council  campaigns  receiving  Internet  support  in  2001  were: 
Environmental  Defense,  Earth  Share,  Save  the  Children,  Connect  for  Kids  and 
Library  of  Congress.  The  Web  sites  these  PSAs  appeared  on  include  AOL,  BigChalk, 
BusinessWeek,  CNN,  ESPN,  InfoSpace,  MSN,  Yahoo  and  ZDNet. 

Fhe  Ad  Council  has  also  embraced  the  newest  technology  in  mobile  commu¬ 
nications  and  advances  like  interactive  television,  satellite  radio  and  streaming 


40 


Just  a  little  toast  for  your  sixtieth  anniversary. 


Do  we  party  responsibly  or  what? 

DaimlerChrysler  congratulates  the  Ad  Council  on  sixty  years  of  success.  Thank  you  for  continuing  to  inform  and  inspire. 


DaimlerChrysler 


SPECIAL  ADVERTISING  SECTION 


60  Years 


A  '‘Get  Out  the  Vote  2000  ”  spot  enabled 
viewers  with  interactive-  TV  service  to 
enter  their  ZIP  code  to  get  local  phone 
numbers  for  voting  information. 

video  to  distribute  its  messages,  says  Tumpowsky.  Ad  Council  PSAs 
have  also  been  enhanced  by  Wink  Communications,  a  leader  in  the 
enhanced-television  category.  Viewers  with  a  Wink-equipped  television, 
cable  or  satellite  box  will  have  the  ability  to  interact  with  the  new  PSAs 
using  a  remote  control. 

When  the  Ad  Council  relea.sed  a  PSA  TV  spot  for  its  “I  Am  an 
American”  campaign  in  response  to  9/11,  it  also  distributed  the  PSA  by 
streaming  video  e-mail  to  more  than  1  million  Americans.  Streaming 
video  lets  a  person  view  an  Ad  Council  PSA  on  the  computer  screen  just 
as  if  he  or  she  were  watching  it  on  TV.  Recipients  could  also  forward  the 
e-mail  on  to  their  friends  and  family  for  additional  distribution.  Response 
to  the  video  was  overwhelming,  according  to  Conlon,  with  hundreds  of 
individuals  e-mailing  the  Ad  Council  in  support  of  the  campaign. 

Ad  Council  text  PSA  messages  have  also  been  appearing  on  mobile  hand¬ 
held  devices  since  November  2000  thanks  to  a  pannership  with  Vindigo. 
Some  700,000  users  are  currendy  signed  up  to  receive  Vindigo  services, 
which  help  people  with  mobile  devices  like  the  Palm  Pilot  navigate  New 
York  and  other  major  U.S.  cities  by  providing  information  on  nearby  movie 
theaters,  museums  and  restaurants.  Ad  Council  PSAs  pop  onto  the  user’s 
screen  after  he  has  requested  information  on  a  venue. 

Two  new  satellite  radio  services,  XM  Radio  and  Sirius,  are  also  in 
discussions  with  the  Ad  Council  to  carry  its  PSAs  on  their  network. 
Offering  improved  digital  sound,  satellite  radio  delivers  coast-to-coast 
radio  programming  to  subscribers  via  space  satellite.  Closer  to  home, 
the  “I  Am  an  American”  PSA  recently  ran  on  Captivate,  a  nationwide 
elevator  network  that  posts  business  and  mainstream  news  on 
television  monitors  inside  elevators. 

A  partnership  has  also  been  formed  with  RespondTV,  one  of  the 
pioneers  of  interactive  television,  which  Forrester  Research  estimates 


Colon  Polyps . 


Colon  Polyps 


Colon  Cancer. 
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Ad  Council  Internet  campaigns  received  a  totai  of  more  than 
9  billion  impressions  in  2001 . 

will  generate  $  1 1  billion  in  advertising  revenue  by  2004.  Working 
with  RespondTV,  the  Ad  Council  created  several  PSAs 
in  an  interactive-TV  format,  including  a  “Get  Out  the  Vote  2000” 
spot  that  enabled  viewers  equipped  with  interactive  service 
to  enter  their  ZIP  code  to  get  the  local  phone  numbers  for  voting 
information.  Another  partner  is  Adapt  Media,  a  New  York-based 
mobile  outdoor  advertising  company  that  places  ads  on  top 
of  taxis. 

The  Ad  Council  is  also  working  with  the  Itec  Network 
passenger-communication  system,  which  delivers  updated  local 
and  national  news  along  with  schedule  and  route  information  and 
advertisements  on  flat-screen  monitors  placed  in  mass-transit 
vehicles.  It’s  also  working  with  RSM  Networks,  which  broadcasts 
digital  programming  content  to  in-store  television  monitors. 

“We  have  to  be  alert  to  the  latest  innovations  in  media 
distribution.  The  commercial  agencies  do  it  because  there’s  a  value  to 
their  clients.  We  do  it  because  there’s  the  value  of  reaching  specific 
consumers  through  new  media  forms,”  says  Tumpowsky.  “We  are 
constantly  interested  in  new  media,  while  at  the  same  time  not 
abandoning  our  friends  who  support  us  in  the  traditional  media.’’^* 


Driving  the  message  home  via  New  York's  yellow  cabs 


For  60  years  you’ve  stressed 
v^hat  we  should  or  shouldn’t  do. 

We’ve  appreciated  every  word. 


McCann-Erickson  supports  and  salutes  the  Ad  Council  for  60  years  of  delivering  the  right  messages. 


McCANN-ERlCKSON  WORLDGROUP 
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Memorable  hds  That  Mobilize 


Ad  Council  PSAs  have  become  a  part 
of  American  culture.  Our  slogans  are 
memorized.  Our  icons  are  recognized. 

But  Ad  Council  campaigns  are  much 
more  than  memorized.  Ad  Council 
campaigns  mobilize.  They  generate 
results;  results  that  have  positively 
impacted  Americans  for  60  years. 

The  Ad  Council  has  produced  thou¬ 
sands  of  PSAs  through  the  years;  many  of 
which  are  permanently  etched  into  the 
consciousness  of  Americans  everywhere. 

These  powerful  spots  raise  awareness, 
inspire  action,  and  ultimately,  save  lives. 

Statistics  pertaining  to  the  Ad  Council’s 
long-running  campaigns  serve  as  a  testament 
to  the  power  of  public  service  advertising  to  affect  positive 
change.  However,  in  most  cases  the  results  are  not  immediate. 
It  often  takes  years  to  influence  behavior  and  to  make  a  differ¬ 
ence,  but  the  Ad  Council  has  shown  that  lasting  and  meaning¬ 
ful  change  is  within  reach. 

•  l.aunched  in  1944,  the  Smokey  Bear  Forest  Fire  Prevention 
campaign  has  played  an  integral  role  in  the  reduction  of  acreage 
lost  to  fire  from  22  million  to  4  million  per  year  in  this  country. 

•  Since  the  Ad  Council  began  its  “Friends  Don’t  Let  Friends 
Drive  Drunk’’  campaign,  70  percent  of  Americans  have  tried  to 
stop  someone  from  driving  drunk. 

•  The  United  Negro  College  Fund  has  been  reminding 
Americans  that  “A  mind  is  a  terrible  thing  to  waste”  since  1972. 
UNCF  has  raised  more  than  $1.9  billion  and  helped  more  than 
300,000  minority  students  graduate  college. 

•  Since  the  crash-test  dummies,  Vince  &  Larry,  were 
introduced  to  the  American  public  in  1985,  safety-belt  usage  bas 
increased  from  21  percent  to  73  percent,  saving  an  estimated 
85,000  lives. 

•  Public  awareness  about  child  abuse  has  increased  from  just  10 
percent  in  the  mid-1970s  to  more  than  90  percent  today. 

According  to  A.  Sidney  Johnson  III,  president  and  CEO  of 
Prevent  Child  Abuse  America,  “When  we  first  started  our  child 
abuse  prevention  campaign,  the  public’s  understanding  of  the 
issue  was  very  low.  But  our  partnership  with  the  Ad  Council 
has  brought  child  abuse  and  neglect  out  into  the  open.  Thanks 


to  the  Ad  Council,  we  continue  to  educate 
Americans  about  child  abu.se  and  neglect, 
and  what  they  can  do  to  help  prevent  it 
from  happening  in  the  first  place.” 

These  are  just  a  few  examples  of  the  types 
of  results  an  Ad  Council  campaign  can 
generate.  However,  sometimes  the  results 
are  revealed  to  us  not  in  numbers  but  in 
examples  of  how  the  campaigns  have 
touched  people  emotionally  and  moved 
them  to  respond  to  us.  That  was  certainly 
the  case  with  the  recent  “1  Am  an  American” 
campaign.  The  countless  letters,  e-mails  and 
telephone  calls  I  have  received  from 
Americans  all  over  the  world  in  praise  of 
that  particular  spot  has  been  remarkable. 
Here’s  what  one  person  wrote  about  the  “I  Am  an  American”  PSA: 

“1  was  flying  out  of  Atlanta  on  Friday,  Sept.  28.  Your  ‘I  Am 
an  American’  PSA  appeared  on  the  terminal’s  TV  monitors. 
What  followed  was  something  I’ve  never  seen  in  an  airport 
before.  1  stopped  to  watch,  and  like  others,  was  very  moved  by 
it.  As  it  played,  more  and  more  people  stopped  to  watch.  By  the 
time  it  was  over,  there  were  at  least  40  people  gathered  around 
that  one  .monitor.  With  smiles  on  our  faces,  we  broke  up  and 
went  about  our  business.  1  just  want  to  congtatulate  you  on  such 
a  successful  campaign  and  thank  you  for  helping  make  the  day 
a  bit  brighter.” 

Since  “I  Am  an  American”  was  first  released  in  mid-September, 
the  Ad  Council  has  received  requests  for  copies  of  the  spot  from 
law-enforcement  professionals  wishing  to  use  it  in  diversity 
training  workshops,  teachers  wanting  to  share  the  message 
with  their  students,  scout  troops,  community  groups,  etc. 
Additionally,  Harvard  political  scientist,  Robert  Putnam,  an 
expert  in  civil  engagement,  and  author  of  the  book,  “Bowling 
Alone,”  ctedits  the  “I  Am  an  American”  spot  with  playing  a  role 
in  the  increase  in  racial  tolerance  following  Sept.  1 1. 

It’s  results  like  these,  both  hard  evidence  of  positive  change 
and  the  gentle  acknowledgement  of  our  messages  from  those 
we  seek  to  reach,  that  serve  as  the  inspiration  to  continue  the 
mission  laid  out  for  the  Ad  Council  60  years  ago. 

The  Ad  Council  has  had  a  measurable  impact  on  generations 
of  Americans,  and  its  campaigns  have  mirrored  and  influenced 


Peggy  Conlon 

Ad  Council 
President  &  CEO 
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''Stats  from  the  1989  colon  cancer— prevention  campaign  showed  a 
71.4  percent  yearly  increase  in  the  number  of  men  taking  action 
after  being  exposed  to  an  average  level  of  advertising.  ” 


Whatdoyw  :| 
vvanttobe  |; 
labeledas? 


The  National  Crime  Prevention  Council's  "Invest  in  Youth" 
campaigns  encouraged  teens  to  volunteer. 

many  of  the  important  social  issues  facing  the  nation  during  the 
last  six  decades.  Born  our  of  a  gathering  of  industry  leaders  who 
came  before  us,  the  Ad  Council  has  grown  into  a  force  that  I 
believe  is  greater  than  its  founders  could  have  imagined.  It  was 
their  vision  that  advertising  be  used  for  the  public  good,  but 
could  they  have  possibly  envisioned  the  resources  we  could 
marshal,  the  many  issues  we  could  affect,  the  social  ills  we  could 
conquer?  From  rallying  Americans  to  support  the  war  effort  to 
raising  awareness  and  inspiring  action  on  many  of  the  most 
significant  issues  of  the  past  60  years,  the  Ad  Council  continues 
to  make  a  difference.  It  is  the  embodiment  of  teamwork,  of 
volunteerism,  of  passion  and  commitment.  It  is  the  joining 
together  of  great  talent  and  noble  purpose.  It  is  the  Ad  Council, 
and  it  remains  committed  to  effecting  positive  change.  ❖ 


Within  the  tirst  year  ot  this  campaign  for  Save  the  Children, 
6,000  kids  were  paired  with  mentors. 
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From  All  of  Us  at  DDB  Worldwide  Communications  Group  Inc,  a  Heartfelt 
Thank  You  to  the  Ad  Council  for  60  Years  of  Dedicated  Service 
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60  Years  " 

an  interview  with  the  chairman,  David  Bell 


With  so  much  more  good  work  to  do,  especially  at  this  critical  time  when  our  nation 
is  under  threat,  the  Ad  Council  is  confident  in  continuing  its  mission  under  the 
leadership  of  new  chairman  David  Bell  and  his  successors.  Just  last  month. 
Bell  took  over  the  chairman  role  from  Ed  Reilly,  president  &  CEO,  American 
Management  Association.  Bell  brings  the  perspective  of  a  seasoned  advertising  man 
(the  chairmanship  of  the  Ad  Council  rotates  annually  among  leaders  from  the 
media,  corporate  and  agency  communities).  Bell,  a  vice  chairman  of  Interpublic 
who  began  his  career  at  Leo  Burnett  Worldwide,  will  be  succeeded  next  May  by 
Andrea  Alstrup,  corporate  vp  of  advertising,  Johnson  &  Johnson,  then  by  Janet 
Robinson,  president  and  general  manager  of  The  New  Vbrk  7/mes.  Following  Robinson 
in  2005  will  be  John  J.  Dooner,  chairman  and  CEO  of  Interpublic. 

Bell's  history  of  industry  involvement  includes  chairmanship  of  the  American 
Association  of  Advertising  Agencies  and  twice  serving  as  chairman  of  the 
American  Advertising  Federation.  Flere's  what  he  said  about  the  coming  year: 


Adweek:  What  are  your  goals  for  your  term  as  chairman  of  the 
Ad  Council? 

Bell:  My  goal  is  to  pwlish  the  luster  of  what  1  believe  is  one  of  the  ad 
industry’s,  and  America’s,  best  icons,  and  we  can  do  this  by:  a)  continuing 
to  strive  for  excellence  in  our  creative  product;  b)  partnering  with  media 
at  an  ever-increasing  level  in  creating  new  media  space;  and)  making  the 
Ad  C'ouncil  stronger  financially  through  telling  its  story. 

Adweelc  You  have  served  as  chairman  of  various  other  organizarions. 
Why  (or  how)  is  the  Ad  Council  different? 

Bell:  The  Ad  Council  is  the  ad  industry’s  own  charity.  It’s  made  up 
of  individuals  coming  together  who  possess  unique  skills  and 
talents  and  who,  as  an  entity,  can  make  a  difference.  And  that’s  an 
enormous  difference  between  us  and  other  associations. 

Adweek:  Who  serves  on  the  Ad  Council  board  of  directors  and 
what  kind  of  experience  do  they  leverage  to  achieve  the  Ad 
Council’s  mission? 

Bell:  If  you  look  at  the  caliber  of  the  directors — people  like  Carole 
Black,  president  of  Lifetime;  Phil  Dusenberry,  chairman  of  BBDO; 
and  Steve  Florio,  president  and  CEO  of  Conde  Nast — they 
represent  the  depth  and  breadth  of  leadership  in  the  ad  and  media 
industries,  and  their  leverage  and  skills  are  critical. 

Adweek:  To  what  do  you  attribute  the  organization’s  staying  power 
and  the  fact  that  the  majority  of  its  corporate  donors  have  been 
with  the  Ad  Council  since  it  began  fund-raising  in  1946? 

Bell:  The  Ad  Council  has  always  struck  me  as  a  fantastic 
opportunity  to  do  good.  This  as  a  business  where  the  audience  is 
extraordinarily  willing  to  stay  focused  and  become  involved  and 
knowledgeable  about  the  issues. 


Adweek:  How  important  is  the  Ad  Council’s  Campaign 
for  Freedom? 

Bell:  It’s  [important  because]  it  shows  how  the  Council  can 
respond  quickly  in  a  time  of  need.  The  campaign’s  message  is 
very  important;  American  unity  and  moving  forward.  After  this  we 
will  probably  move  on  to  different  things,  but  for  now  it’s 
important  to  get  the  message  out  there.  And  my  primary  mission  is 
to  increase  the  amount  of  time  and  space  available  to  it. 

Adweek;  Is  there  anything  you’d  like  to  add? 

Bell:  Just  that  there’s  an  incredible  joy  that  comes  to  people 
who  volunteer  for  the  Ad  Council.  This  really  hit  home  when 
I  was  invited  to  Gdansk  shortly  after  the  Berlin  Wall  came 
down  and  I  was  invited  to  speak  to  Lech  Walesa’s  union.  They  were 
just  beginning  to  think  about  democracy  and  about  using 
communication  and  how  to  get  their  message  across — and  it  made 
me  think  about  what  an  extraordinary  jewel  we  have  in 
the  Ad  Council.  ❖ 


emus  ON  DECK: 


J&J's  Alstrup,  now 
vice  chairman,  wiii 
take  the  baton 
from  Beli  next  Moy. 
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Robinson,  president 
and  generai 
manager  of  the 
Times,  assumes 
the  post  in  2004. 


Interpubiic's 
Dooner  becomes 
chairman  in  2005. 


Most  ads  get  you  to  buy  stuff. 
But  on  occasion,  some  just  get  you. 


Here’s  to  the  Ad  Council  for  60  years  of  great  public  service  advertising. 
The  Interpublic  Group  of  Companies,  Inc. 


Platinum  Class  ($50,000+) 

American  Association 
of  Advertising  Agencies,  Inc. 

AOLTime  Warner  Inc. 

AT&T  Corporation 

Bristol-Myers  Squibb  Foundation,  Inc. 

General  Motors  Corporation 

The  Hearst  Corporation 

Johnson  &  Johnson  Family  of  Companies 

McCormick  Tribune  Foundation 

Microsoft  Corporation 

Merrill  Lynch  &  Co.  Foundation,  Inc. 

Philip  Morris  Companies  Inc. 

The  Procter  &  Gamble  Company 
Reader's  Digest  Association,  Inc. 

William  Randolph  Flearst  Foundation 

Bell  Class  ($25,000  -  $49,999) 

ABC,  Inc. 

American  Express  Foundation 
Anheuser-Busch  Companies,  Inc. 
Association  of  National  Advertisers,  Inc. 
BBDO  Worldwide 
BellSouth  Corporation 
Burger  King  Corporation 
Charles  Schwab  &  Company,  Inc. 

The  Coca-Cola  Company 
Conde  Nast  Publications  Inc. 
DaimlerChrysler  Corporation  Fund 
D’Arcy 

DDB  Worldwide  Communications  Group,  Inc. 
Dell  Computer  Corporation 
Deutsch,  Inc. 

Donovan  Data  Systems,  Inc. 

FCB  Worldwide 
Gannett  Company,  Inc. 

GE  Fund 

Flome  Depot,  Inc. 

Initiative  Media  Worldwide 
The  J.P.  Morgan  Chase  Foundation 
J.  Walter  Thompson  USA 
Leo  Burnett  Company,  Inc. 

Lowe  &  Partners  Worldwide 
Magazine  Publishers  of  America,  Inc. 
MasterCard  International,  Inc. 
McCann-Erickson  WorldGroup 
National  Association  of  Broadcasters 
Nestle  USA,  Inc. 

Newspaper  Association  of  America 

Ogiivy  &  Mather  Worldwide 

Saatchi  &  Saatchi  Advertising  Worldwide 

Sony  Corporation  of  America 

TBWA  Chiat/Day,  Inc. 

Turner  Broadcasting 
Verizon  Foundation 
Viacom  International,  Inc. 

Xerox  Corporation  U.S.A. 

Yahoo!  Inc. 

Young  &  Rubicam  Inc. 

Diamond  Class  ($10,000  -  $24,999) 

AT&T  Wireless 

Advertising  Research  Foundation 


American  Advertising  Federation 
American  Airlines,  Inc. 

Bacardi  U.S.A.,  Inc. 

Bates  USA 

Black  Entertainment  Television 

The  Boeing  Company 

Bozell  Group 

The  Bravo  Group 

Business  Week 

Campbell  Soup  Company 

Clear  Channel  Communications,  Inc. 

The  Clorox  Company 
Colgate-Palmolive  Company 
Comedy  Central 
Continental  Airlines,  Inc. 

Cox  Enterprises,  Inc. 

Crain  Communications,  Inc. 

The  David  Bell  Foundation 
Discovery  Communications 
Delta  Air  Lines,  Inc. 

Dow  Jones  &  Company,  Inc. 

Eastman  Kodak  Company 

Ernst  &  Young 

ExxonMobil  Corporation 

Ford  Motor  Company  Fund 

FOX  Broadcasting  Group 

General  Mills  Foundation 

The  Gillette  Company 

GlaxoSmithKline  Consumer  Healthcare 

The  Goodyear  Tire  &  Rubber  Company 

Grey  Global  Group,  Inc. 

G  -t-  J  USA  Publishing  Group 
Hachette  Filipacchi  Magazines,  Inc. 

Home  Box  Office,  Inc. 

Levi  Strauss  Foundation 
Lifetime  Television  Network 
Mattel,  Inc. 

The  McClatchy  Company 
The  Media  Edge 
Meredith  Corporation 
Metropolitan  Life  Foundation 
Mutual  of  America  Life  Insurance 
Company 

National  Broadcasting  Company,  Inc. 

The  News  Corporation,  Ltd. 

The  New  York  Times  Company  Foundation 
Northwestern  Mutual  Life  Foundation 
Outdoor  Advertising  Association  of 
America 

PACCAR  Foundation 
PARADE  Publications,  Inc. 

PepsiCo,  Inc. 

Pfizer  Inc 

PricewaterhouseCoopers  LLP 
PRIMEDIA  Inc. 

Nestle  Purina  Company,  Inc. 

Sears,  Roebuck  and  Co. 

Starcom  MediaVest  Group 
State  Farm  Insurance  Companies 
Target  Stores 

Toyota  Motor  Sales,  U.S.A.,  Inc. 

Unilever  United  States  Foundation,  Inc 
Univision  Communications,  Inc. 

The  UPS  Foundation 
USA  Cable 


Vivendi  Universal 
VISA  U.S.A.  Inc. 

VNU,  Inc. 

Welch  Foods  Inc. 

Wells  Fargo  Bank 

Wm.  Wrigley  Jr.  Foundation 

Yellow  Pages  Integrated  Media  Association 

Gold  Class  ($5,000  -  $9,999) 

A  &  E  Television  Networks 
Alcoa  Foundation 
American  Business  Media 
Arbitron,  Inc. 

Arnold  Worldwide 

Arnold  McGrath  Worldwide 

Bayer  Corporation 

Bloomberg 

The  Boston  Globe 

Brown  &  Williamson  Tobacco  Corporation 

Cabletelevision  Advertising  Bureau,  Inc. 

Campbell-Ewald  Advertising 

Carat  North  America 

Citigroup  Foundation 

Comcast  Cable  Communications,  Inc. 

Dailey  &  Associates 

The  Dial  Corporation 

Donald  A.  Coleman  Advertising,  Inc. 

Dr.  Pepper/Seven  Up,  Inc. 

DuPont 

Edison  Electric  Institute 
Essence  Communications,  Inc. 

Federal  Express  Corporation 
Federated  Department  Stores  Foundation 
Goldman,  Sachs  &  Co. 

Hallmark  Cards,  Inc. 

Hasbro  Charitable  Trust 
Landmark  Communications,  Inc. 

Lee  Enterprises,  Inc. 

LEGO  Systems,  Inc. 

Liberty  Mutual  Group  Fund  at  the  Boston 
Foundation 

LIN  Television  Corporation 
Lorillard  Tobacco  Company 
M&M\Mars 
McKinney  &  Silver 
The  McGraw-Hill  Companies,  Inc. 
Mercedes-Benz  of  North  America,  Inc. 
Messner  Vetere  Berger  McNamee 
Schmetterer/EURO  RSCG 
Motorola  Foundation 
Mullen 
Nationwide 
Newsweek,  Inc. 

Phillips  Petroleum  Company 
Pitney  Bowes,  Inc. 

Publix  Super  Markets  Charities 
Radio  Advertising  Bureau 
Raytheon  Company 
The  Richards  Group,  Inc. 

Ripple  Effects  Interactive,  Inc. 

Scripps  Howard  Foundation 
The  Seth  Sprague  Educational  and 
Charitable  Foundation 
Siemens  Corporation 


The  Star-Ledger 

Station  Representatives  Association,  Inc. 
Television  Bureau  of  Advertising,  Inc. 

Volvo  Cars  of  North  America,  Inc. 

Wendy’s  International,  Inc. 

WestWayne,  Inc. 

Wieden  -f  Kennedy 
Wyeth 

Silver  Class  ($1,000  -  $4,999) 

Abelson-Taylor,  Inc. 

Automatic  Data  Processing,  Inc. 

Avrett,  Free  &  Ginsberg,  Inc. 

AYER 

Blade  Communications,  Inc. 

Burrell  Communications,  Inc. 

Caterpillar  Inc. 

Chanel  Inc. 

Children’s  Charities  of  America 
The  Chisholm-Mingo  Group,  Inc. 

The  Church  of  Jesus  Christ 
of  Latter-Day  Saints  Foundation 
Combe  Incorporated 
Coors  Brewing  Company 
The  Dallas  Morning  News 
Direct  Marketing  Association,  Inc. 

EURO  RSCG  Tatham 
Hershey  Foods  Corporation 
Hubbard  Broadcasting,  Inc. 
iVillage  Inc. 

Land  O’Lakes  Foundation 

The  Louis  &  Harold  Price  Foundation,  Inc. 

Marsh  &  McLennan  Companies,  Inc. 

The  Martin  Agency 

May  Department  Stores  Company 

Media  General,  Inc. 

Minnesota  Mutual  Life  Insurance  Company 

MTV  Networks 

Nielsen  Media  Research 

North  Jersey  Media  Group 

Principal  Financial  Group  Foundation 

R.R.  Donnelley  &  Sons  Company 

Rodale,  Inc. 

Rubin  Postaer  and  Associates 
Schawk  New  York 
Schieffelin  &  Somerset  Company 
Teachers  Insurance  &  Annuity  Association  College 
Retirement  Equities  Fund 
Thyssen  Inc.,  N.A. 

Trading  Bay  LLC 
The  Washington  Post 

Bronze  Class  (Up  to  $1,000) 

AAR  Partners 

Dana  Chase  Publications 

Goldsboro  News-Argus 

Greater  Bridgeport  Area  Foundation 

Konica  Business  Technologies,  Inc. 

Korey,  Kay  &  Partners 
Marketing.Comm 

Morris  Communications  Corporation 
SEI  Investments 
Thomas  Publishing  Company 
Vance  Publishing  Corporation 


The  Ad  Council  would  like  to  publicly  thank  our  sponsors  who  have  enabled  our  public  service  campaigns 
to  have  a  positive  effect  on  the  lives  of  millions  of  Americans. 


www.adcouncil.com 

To  learn  how  your  company  can  help,  call  Julie  Dolan  at  212-922-1500 

This  advertisement  created  by  Gotham,  Inc. 


SMOKEY 


A  SLIP  OF  THE  LIP 
WILL  SINK  A  SHIP 


GET  INVOLVED 

NOW. 

POLLUTION 


Happy  Anniversary  Ad  Council 


For  60  years,  you  ve  proven  good  ad  space 


is  a  terrible  thing  to  waste. 


Fwm  your  friends  at  (lE. 


We  bring  good  things  to  life. 


#  vnu 


VNU,  a  leading  provider 
of  innovative  business 
information  and  insight, 
salutes  the'Ad  Council. 

Congratulations 
for  60  years  of 
media  excellence  in 
creating  awareness, 
fostering  understanding, 
and  inspiring  positive 
and  lasting  social  change. 


VNU  770  Broadway,  New  York,  NY  10003-9595,  USA 
VNU  Ceylonpoort  5-25,  2037  AA  Haarlem,  The  Netherlands 


EDITORe’ 

PUBLISHER 


EDITOR-IN-CHIEF  Sid  Holt 

EDITOR  Greg  Mitchell 


EDITORIALS 


MANAGING  EDITOR 

E&P  ONLINE  EDITOR 
EDITOR  AT  LARGE 
SENIOR  EDITORS 

ASSOCIATE  EDITORS 


WASHINGTON  EDITOR 
CONTRIBUTING  EDITORS 


J.J.  McGrath 
Jamie  Santo,  Asst.  M.E. 
Carl  Sullivan 

Mark  Fitzgerald  (773)  792-3512 

DaveAstor 

Jim  Rosenberg 

Lucia  Moses 

Joe  Strupp 

Waune  Robim 

Todd  Shields  (202)  833-2551 

Allan  Wblper  (212)  663-6614 

Dwight  Cunningham 


EDITOR  EMERITUS  Robert  U.  Brown 

ART/DESIGN  DIRECTOR  Reiko  Matsuo 

PHOTO  EDITOR  Daniela  DiMaggio 

PUBLISHER  Charles  McKeown 
ASSOCIATE  Betsy  Maloney 
ADVERTISING  DIRECTOR  (301)  656-5712 

REGIONAL  ADVERTISING  MANAGERS 
EAST/CANADA  Howard  E.  Flood 
WEST/CANADA  Jill  Martin  (831)  625-6902 
NEW  ENGLAND  William  J.  Callahan  Jr. 

(617)  482-0876 

MIDWEST  Derek  Hamilton  (312)  583-5522 

MARKETING  SERVICES 

DIRECTOR  Rachel  Bell 

PROMOTIONS  ART  DIRECTOR  Hillary  Friedman 

PRODUCTION  Adeline  Cippoletti 
Elise  Echevarrieta 
Alison  Hamilton 

CLASSIFIED  PRODUCTION  Steve  Lfeff^ 

Gene  Williams 

CLASSIFIED  (888)  825-9149 
ACCOUNT  MANAGERS  Michele  MacMahon 
Hazel  Preuss 

E&P  CONFERENCES 

GENERAL  MANAGER  Matthew  Pollock 

CIRCULATION  DIRECTOR  Mary  Barnes 
CIRCULATION  MANAGER  Richard  Chung 
LIST  RENTAL  INFORMATION  JJ.  Single  (845)  731-2731 

Adweek  Magazines 

VICE  PRESIDENT/MARKETING  Mary  Beth  Johnston 
EXEC.  VP/EDITOR-IN-CHIEF  Sid  Holt 
SR.  VICE  PRESIDENT/SALES  Wright  Ferguson  Jr. 

PRESIDENT  Michael  E.  Parker 


MARKETING/MEDIA  &  RETAIL  DIVISION 
President  Mark  A.  Dacey 

Marketing/Media  Group  President  Michael  E.  Parker 
General  Manager  H.  Todd  Hittle 
Retail  Group  President  Mark  Holdreith 


’^^vnu  business  publications 

PrMidant  &  CEO  Michael  Marchesano 
Chief  Operating  Officer:  Howard  Lander 
Executive  Vice  Preeidente: 

Mark  Dacey  (Marketing/Media  &  Retail). 

Richard  O'Connor  (Travel  Pe^rmance.  Food  Service 
and  Retail  Eatate/Design) 

Senior  Vice  President;  Toni  Nevitt  (Marketing  Information) 
Vice  Presidents: 

Joellen  Sommer  (Business  Management). 
Deborah  Patton  (Communications). 

Joanne  Wheatley  (Circulation) 


^''vnu  business  media 

President  &  CEO;  Michael  Marchesano 
Chief  Operating  OfRcer:  Howard  Lander 
Vice  PresidenVBusiness  Development:  John  van  der  Valk 
Vice  President  Human  Resources:  Sharon  Sheer 
Chief  Financial  Officer:  Joseph  Furey 
President  -  VNU  Expositions:  Greg  Farrar 
President  •  VNU  eMedia:  Jeremy  Grayzel 


Striking  a  blow  for  clean  water  -  and  defying  a  powerful  bully’s 
legalisms  -  ‘The  Mountain  Citizen’  proves  worthy  of  its  name 


T  describe  the  liquid  the  Martin 

County  Water  District  pipes  into 
homes  and  businesses  of  10,000 
eastern  Kentucl^  residents.  Visiting  iVeit’ 
York  Times  reporter  Francis  X.  Clines 
wrote  that  the  water  “resembles  beer.” 
Cincinnati  Enquirer  columnist  David 
Wells  called  it  “brown  gunk.” 

But  the  final  word  belongs  to  a  local. 

Gary  Ball,  editor  of  The  Mountain  Citizen 
in  Inez,  told  us  last  week;  “When  it  comes 
out  of  the  tap,  it  just  looks  like  it’s  pouring 
directly  out  of  a  mudhole.” 

The  5,700-circulation  The  \va 

weekly  has  been  raising  , 

hell  about  the  water  ever  SCC ITieO 

since  a  coal-sluny  spill  fllOre  ti 

contaminated  two  water-  r*  i  • 

sheds  in  October  2000  and  fighting 

forced  the  district  to  rely  on  fTiari  fiv 
a  small  creek.  Residents 
expected  harder  water.  trCHtlTK 

What  they  got  was  a  foul 
substance  so  full  of  grit  that  ice  makers 
break  and  clothing  can  be  shredded  in  the 
wash.  Because  of  fi^uent  orders  to  boil  tap 
water,  schools  have  disabled  drinking  foun¬ 
tains  and  pass  out  bottled  water  instead. 

Alerted  hy  Mountain  Citizen  reporting, 
the  Kentucky  Public  Service  Commission 
dispatched  inspectors  who  found  massive 
operational  and  management  problems  at 
the  district  water-treatment  plant.  After 
seeing  the  broken  filters,  aging  pumps, 
and  chaotic  record  keeping,  the  inspectors 
concluded  with  a  three-word  observation: 
“Plant  junked  up.” 

But  for  months,  the  water  board  —  led  by 
John  R  Triplett,  a  local  lawyer  and  political 
boss  —  seemed  to  spend  more  time  fighting 
The  Mountain  Citizen  than  fixing  the 


HERE  ARE  MANY  WAYS  TO 


s  TO  treatment  plant.  Trolling  for  ammunition 

le  Martin  against  the  paper,  Triplett  discovered  last 
ct  pipes  into  month  that  its  family  owners  had  inadver- 
;s  of 10,000  tently  let  its  state  incorporation  lapse, 
iting  New  Triplett  promptly  seized  The  Mountain 

Clines  Citizen  name  by  filing  his  own  paperwork. 

;  beer.”  Then  he  found  a  state  judge  who  apparent- 

David  ly  believes  Kentucky  trademark  law  trumps 

the  First  Amendment.  Owner  Lisa  Stayton 
a  local.  and  her  publisher  brother,  Roger  Smith, 

tin  Citizen  were  ordered  not  to  publish  their  paper 

n  it  comes  using  the  name  it  has  carried  since  1974. 

t’s  pouring  The  judge  also  slapped  a  restraining  order 

on  the  paper’s  printer. 

The  water  board  weeVly Appalachian 

j  j  News  Express  in  nearby 

seemed  to  spend  Pikeville.  Looking  to  drive 

more  time  ^  stake  into  the  paper, 

,  Triplett  arranged  for  one 

lighting  the  paper  of  its  creditors  to  demand 

than  ftrfng  its  immediate  seizure  of 

Mountain  Citizen  assets 

treatment  plant.  as  payment  for  an 


1^  its  immediate  seizure  of 

®  Mountain  Citizen  assets 

it  plant.  as  payment  for  an 

overdue  bill. 

Despite  all  his  efforts,  Triplett’s 
campaign  to  silence  The  Mountain  Citizen 
failed  miserably.  The  newspaper  kept  the 
sheriff  at  bay  by  paying  off  the  debt.  Editor 
Ball  found  a  commercial  printer  more  than 
three  hours  away  and  drove  the  papers  back 
into  town  himself  The  paper  published  on 
time  May  28  —  defiantly  flving  The 
Mountain  Citizen  flag.  Now  the  paper  is 
seeking  justice  in  the  federal  courts. 

Until  Triplett  hatched  his  too,  too  clever 
plan.  The  Mountain  Citizen's  reporting 
reached  only  to  the  edges  of  Martin 
County,  Ky.  Now  the  whole  nation  knows 
what  a  mess  the  water  board  has  made. 

And  Triplett?  He  resigned  as  its  chairman 
May  29  —  the  day  after  The  Mountain 
Citizen  refused  to  be  silenced. 
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After  a  traumatic  year, 
Paul  Steiger  points 
‘The  Wall  Street  Journal’ 

IN  A  FRESH  DIRECTION  —  HOME 


BY  WAYNE  ROBINS 

WHEN  THE  DOWNTURN  IN  THE  NEWSPAPER 

industry  hit  The  Wall  Street  Journal  hard  last 
year,  Managing  Editor  Paul  E.  Steiger  made  a 
tough  call:  He  dumped  some  mutual  funds. 

No,  he  didn’t  sell  mutual  funds.  Using  the 
potent  number-crunching  capability  of  the  newspaper  and  its  parent, 
Dow  Jones  &  Co.  Inc.,  he  “streamlined  some  stats,”  as  he  puts  it,  to  save 
the  newspaper  a  significant  amount  in  costs. 

“We  found  that  mutual  funds  with  less  than  $50  million  in  assets 
accounted  for  one-third  of  our  listings,”  Steiger  recalls,  in  his  tempo¬ 
rary  office  closer  to  cash-and-carry  Canal  Street  than  stock-and-bond 
Wall  Street.  Listings  —  stocks,  options,  futures,  mutual  funds  —  are  a 
core  element  of  Steiger’s  paper:  That’s  why  they  call  it  The  Wall  Street 
Journal.  But  all  that  minimally  sized  agate  takes  up  a  lot  of  space,  and 
Steiger’s  research  showed  that  $50-million-and-under  funds  repre¬ 
sented  only  2%  of  assets  under  management.  So  he  got  rid  of  them. 
‘We  set  a  floor,”  Steiger  explains.  By  doing  so,  the  Journal  essentially 

Paul  Steiger,  managing  editor  and  vice  president  of  The  Wall  Street 
Journal,  at  his  temporary  office  on  the  Avenue  of  the  Americas 
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to  spare  Pearl’s  life.  j  m 

But  what  was  most  I 

remarkable  about  Steiger’s 
leadership,  according  to  > 

people  who  work  with  him,  was 
his  ability  to  maintain  his  focus  on  the 
Journal's  future  while  under  duress. 

Talking  to  some  Journal  staffers  about 
their  personal  feelings  about  Steiger,  one 
comes  away  believing  that  an  equity  stake 
in  Berkshire  Hathaway  could  not  persuade 
them  to  badmouth  the  man.  Both  Lipman 
and  Kara  Swisher,  the  “Boom  Town” 
columnist  out  of  the  San  Francisco  bureau, 
use  the  same  word  to  describe  him: 
“Mensch,”  that  colloquially  perfect  Yiddish 
word  that  can  be  roughly  defined  as  a 
good,  kind,  thoughtful,  intelligent,  com¬ 
passionate,  caring,  decent  human  being. 

“I  am  a  big  Paul  fan,  especially  coming 
from  elsewhere,  because  he  seems  to  spend 
a  lot  more  time  than  I  was  used  to  inter¬ 
acting  with  reporters,”  Swisher  says  in  an 
e-mail  message  from  her  home  in  the  Bay 
Area,  where  she  is  on  maternity  leave. 
“That’s  important  because  we  are  all  so 
far-flung  and  could  feel  isolated.”  When 
two  people  out  of  a  staff  of  about  20  were 
laid  off  at  the  San  Francisco  office,  Swisher 
says,  both  Steiger  and  Deputy  Managing 
Editor  Daniel  Hertzberg  visited  the  bureau 
personally  to  discuss  the  upsetting  news. 

Steiger  also  gets  credit  for  empowering 
his  editors  and  reporters,  allowing  them  to 
“float  and  try  out  new  ideas,”  as  Swisher 
puts  it.  Lipman  agrees.  When  Steiger  decid¬ 
ed  to  revive  long-delayed  plans  for  a  fourth 
section  (which  became  “Weekend  Jour¬ 
nal”),  Lipman  says  she  and  designer  Joe 
Dizney  were  given  the  time  and  resources 
to  pursue  their  dream:  “He  gave  us  the 
freedom  of  just  months  in  a  room  brain¬ 
storming,  what  would  we  like  to  see.  But  he 
is  such  a  great  editor  that  if  he  didn’t  like 
something,  he’d  judiciously  say.  Why  don’t 
we  think  about  doing  it  this  way  instead?’  ” 


the  work  that  had  been 
done.  We  had  to  recon¬ 
struct  and  move  ahead 
on  this  enormous  proj¬ 
ect  at  the  same  time  we 
were  undergoing  this 
1  incredible  stress,  losing 
* -  our  office  build¬ 

ing,  the  Danny 
[Pearl]  situation. 

Ituridc  ' 

'  ...  But  Paul  kept 

I  us  focused  on 
S[~  I  April  9-  We  had 
to  do  it  right.” 
j  Steiger  stares 
^  I  stoically  when  the 
^  j  tribulations  of  the 
m  I  last  year  are 
IP"  mentioned. 
jUl  First,  the  Jouma/ 

lost  its  home  on 
j  Liberty  Street  in  the 
3  World  Financial 
!  Center,  a  now- 
- 1  haunted  whisper 
— J  from  Ground  Zero. 
But  the  Journal's  staff  survived  when  the 
airplanes  of  doom  struck  the  World  Trade 
Center,  though  there  were  hours  of 
uncertainty  as  staffers  scrambled  by  foot 
or  by  ferry  (yet  still  managed  to  earn  the 
Journal  the  2002  Pulitzer  Prize  for 
breaking-news  reporting). 

Steiger  and  the  Journal  suffered  a  twin 
trauma  with  the  kidnapping  and  savage 
murder  of  its  reporter,  Danny  Pearl,  in 
Pakistan  this  year.  Steiger  was  point  man 
for  the  Journal,  even  negotiating  publicly 
and,  ultimately,  futilely  with  the  barbarians. 


required  one  less  page  2 

each  day.  Steiger  = 

estimates  that,  depending  | 

on  the  price  of  newsprint,  i 

that  decision  saves  the  ■ 

Journal  $2  million 
annually  during  these  Years 
of  the  Pinched  Pennies. 

Fear  not,  fund  fans: 

There  are  still  more  than 
four  pages  of  mutual-fund 
listings  in  the  Journal  each 
day.  But  Steiger  is  taking  the 
Journal  far  beyond  the 
financial  markets.  He  is 
directing  an  ambitious  push 
to  make  the  Journal  more 
colorful  Giterally  and 
figuratively),  more  useful,  and 
more  youthful  —  first,  through 
the  “Weekend  Journal” 
(founded  in  1998),  and,  since 
April,  via  the  new  “Personal 
Journal”  and  a  widely  publi¬ 
cized  Page  One  makeover. 


Are  Getting  Nicer 


^tamnen 

youCaUThata 


Mensch  at  zcork 

Plans  for  additional  color,  a  new  front¬ 
page  design,  and  the  debut  of  “Personal 
Journal”  all  had  been  set  a  year  ago  for  this 
April  9,  says  Joanne  Lipman,  the  deputy 
managing  editor  who  helped  create 
“Weekend  Journal”  and  oversees  “Personal 
Journal.”  The  top-secret  prototype  was 
called  Project  2002,  she  explains,  “and  all 
the  pieces  existed  in  one  room  at  200 
Liberty  Street.” 

But  on  Sept.  11,  “amid  all  the  other 
crises,”  Lipman  says,  “we  lost  a  great  deal  of 


Getting  TersonaV 

The  harbinger  of  the  paper’s  newfound 
flair,  the  “Weekend  Journal,”  was  a  smash 
out  of  the  box  when  it  made  its  debut 
March  30, 1998. 

Like  most  Friday  feature  sections,  it 
focuses  on  the  arts,  entertainment,  and 
travel.  But  its  flexible  design,  directed  by 
Dizney,  brightened  the  Journal's  charcoal- 
gray  image,  with  a  buoyancy  that  makes 
similar  sections  at  other  dailies  look  as 
complacent  and  formula-driven  as  they  too 
often  are.  One  of  the  section’s  biggest 
draws:  a  refreshingly  nonsnooty  wine 
column  —  the  { continued  on  page  21} 


Steiger,  conducting  a  daily  1 1  a.m.  news  meeting  at  the  Journal,  has  a  reputation  for  giving 
power  to  the  people  who  work  for  and  with  him  as  well  as  for  spending  time  with  staffers. 
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•FEATURES  AVAILABLE- 


PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and  Sunday  Crosswords 
Call  (800)  2924308/(909)  927-0164 


-ANNOUNCEMENTS- 


_ EDUCATION _ 

WORLD  JOURNALISM  INSTITUTE 

Are  you  interested  in  being  a  Christian  jour¬ 
nalist?  The  World  Journalism  Institute  has  a 
number  of  journalism  courses  scheduled 
throughout  thie  year  in  New  York  City,  Wash¬ 
ington,  DC,  Los  Angeles  and  Asheville,  NC. 
Academic  credit  is  available.  Check  us  out  at 
www.worldji.com  We  may  be  right  for  you. 

NEWSPAPER  APPRAISERS 

#1NEWSPAPER  APPRAISER  -  Est.  1959 

Free  Initial  Valuation... go  to 
www.mediamergers.coni 
W.B.  Grimes  &  Co.,  (301)  253-5016 

APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 

RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 

NEWSPAPER  BROKERS 

Leader  in  Sale 
of  Community  K-  ^ 

Newspapers  ^ 

(214)  265-93<H» 

Rickenbacher  IVicdia 

fy7M  Oesco  Dr..  Dalla 
6731  Dcsco  Dr..  I>allas.  TX  75235 
w  ww.rickenbachermcdia.com 

GAUGER  MEDIA  SERVICE.  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 

NEWSPAPER  APPRAISERS 


-ANNOUNCEMENTS- 


NEWSPAPER  BROKERS 


America’s  Leading  Brokers  •  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Scott  McGraw,  Midwest 
(517)  369-3066 
Stephen  Klinger,  Southwest 
(505)  524-0122 
John  Szefc,  Northeast 
(845)  291-7367 
Ron  Mix.  West  (209)  634-7202 
www.mediamergers.com 

GREGG  KNOWLES  ~ 

Knowles  Media  Brokerage  Services 
Nationwide  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 

MICHAEL  D.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 

NATIONAL  MEDIA  ASSOCIATES 
EDWARD  ANDERSON 

Specializing  in  Weekly  and  Daily 
Community  Newspaper  Transactions 
P.O.  Box  2001 
Branson,  MO  65615 
(417)  336-3457 
email;  Brokeredl@aol.com 


THOMAS  C.  BOLITHO 
BOLITHO  MEDIA  SERVICE 
“A  tradition  of  service  to 
community  newspapers” 

(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 

NEWSPAPER  APPRAISERS 


Producing  Top  Values 
For  Publishers  Since  1923 

Over  tine  years  we've  produced  top  values  for  publishing  companies,  in 
thousands  cif  transactions  thaiugnc'ut  the  countrve  We  have  built  thus 
record  on  hard  work,  experience  and  trust,  and  we  welcome  your  call 
to  confidentially  discuss  what  we  can  do  for  you  and  your  company. 

John  Cribb  •  Jim  Hicks  M  I 

Tom  Karavakis  •  (iaiy  Greene  Jl  m  JL  mLM  mJ 

&  ASSOCIATES 

Publication  Brokerage  &  Appraisal 

(406)586-6621 

Bozeman.  Montana 


NEWSPAPERS  FOR  SALE 


For  a  list  of  Properties,  for  sale  go  to 
www.mediamergers.com 
W.B.  Grimes  &  Co.- Est,  1959 


FOR  SALE  -  Monthly  senior  paper  estab¬ 
lished  14  years.  High  growth  SE  Florida 
area.  Easy  mom  &  pop  operation. 
$155,000.  (772)  465-1865. 


ILLINOIS  WEEKLY  GROUP,  $500K 
gross,  also  Texas  weeklies.  Free  list, 
(512)  476-3950,  Bill  Berger,  ATN,  Inc. 
1801  Exposition,  Austin,  TX  78703 

PUBLICATIONS  FOR  SALE 

FOR  SALE;  Weekly  Shopping 
Guide/Community  Newspaper  (established 
1994)  &  Monthly  Senior  Magazine 

(established  1999)  in  Western  North  Carolina. 
Print  Shop  (no  web  equipment)  and 
commercial  building  also  available.  Gross 
over  $500,000.  Covers  5  county  area  with 
excellent  yearly  growth  and  potential  for  ex¬ 
pansion.  Brokers  protected.  Call  (828) 
692-1121  and  leave  message  or  e-mail 
wnclady@aol.com.  Serious  inquiries  only, 
please. 


Highly  profitable  chain  of  free  newspa¬ 
pers/shoppers  to  be  sold  to  best  bidder. 
Well-established,  circulation  of  250,000 
plus  commercial  web.  Contiguous,  high 
growth  markets  with  minimal  competition. 
Owner-operator  retiring.  Interested  bidders 
must  demonstrate  financial  capacity  to 
complete  a  $20,000,000  purchase  (cash  or 
listed  stock).  Following  execution  of  a 
non-disclosure  agreement,  an  extensive 
package  including  complete  financials  will 
be  provided.  First-round  bidders  must  submit 
a  binding  mimimum  offer.  Best  bidders 
permitted  on-site  inspections  and  due  dili¬ 
gence  before  final  offers.  Seller  reserves 
the  right  to  control  the  bidding  procedure 
including  withdrawing  the  property  from  the 
market.  No  brokers.  Send  initial  response 
with  demonstration  of  financial  capacity  to: 
Editor  &  Publisher,  Box  2800,  770  Broadway, 
New  York,  NY  10003 


EQUIPMENT  FOR  SALE 

CANNON  L-NEST  carts  with  straps. 
1,000#  capacity.  Quantity  and  price  nego¬ 
tiable.  Call  Jerry  Rzasa  at  the  Denver  News¬ 
paper  Agency.  (303)  820-5553. 


critfty.  com 

/s7/zit/s  Topics.  Moreff 


WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  6484611  or  fax  (815)  648-2856 


-EQUIPMENTS  SUPPLIES- 


EQUIPMENT  FOR  SALE 


FOR  SALE  1997  8  workstation  PSIOOO 
Analog  system  predictive  dialer.  IBM  com¬ 
patible,  $10,000  (Paid  $36,000  in  1997)  or 
best  offer.  Call  1-800  482-0759  ext.  1198 
or  glemlin@sunjournal.com 

FOR  SALE;  Goss  Community  stacked 
1974  5/u  w/SC  folder,  $60,000;  2  1978 
Harris  V15A  units  $8,000  ea;  6/u  stacked 
News  King  w/running  circ  register  on 
all  units,  w/KJ6  60  HP  upper  former, 
$58,000  guaranteed;  Goss  Community 
SC  folder  w  1/2  1/4  &  dble  parallel 
W/50HP  drive,  best  offer;  8/u  1986  Ur¬ 
banite;  Call  John  Newman  (913)  648-2000. 

_ MAILROOM _ 

BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
$btcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-%56 

NEWSTEC,  INC 

Specializing  in  SLS/^uller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installaton 

•  Mailroom  •  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 

Phone:  (508)  850-7945 
Fax;  (508)  850-7951 
www.newstec.com 


GOSS  Urbanite  1000  series  6  units,  3/c 
GOSS  Urbanite  800  series  4  units,  3/c 
GOSS  Urbanite  12  unit  pressline,  2  folders 
NCH  400  12  units,  21”  x36”  2  JF  40  folders 
NCH  400  10  units,  22  3/4  x36’  2  JF  40  folders 
GOSS  C150  and  4  highs,  21.5’  cutoff 
GOSS  $C  folders,  22  3/4  cutoff 
Enkel  splicers 

GOSS  SSC  combo  folder,  21.5’  cutoff 
Martin  splicer 
Baldwin  105  count-o-veyor 
GOSS  Suburban  9  units  1500  series  folder 
GOSS  15(X)  series  units,  22  3/4 
GOSS  Magnum  4  highs,  21’  cutoff 
2-RBC21  half  folders 
2-Butler  6000  splicers 

Webeq  International,  Inc. 
email:  presssales@aol.com 

(847)  459-9700;  Fax:  (847)  459-9707 

PRESSES 

•  Goss  3:2  Folders  23  9/10’,  22  3/4”, 

22”,  21  1/2’,  21’ 

•  New  or  Rebuild  Goss  R.T.P.  42’  -k  45’ 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 

•  Metro  13  sized  colored  deck 
Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 

Fax:  (323)  256-7607 
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www.editorandpublisher.com 
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Phone:  1-888-825-9149 
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-EQUIPMENT  &  SUPPLIES-  ■  -INDUSTRY  SERVICES- 


-HELP  WANTED- 


PRESSES 


22”  METROLINER  22” 
PRESSES  AVAILABLE 

•  22”  cut-off  manufactured  1986-88 

•  3:2  144  page  imperial  folders 
(double&single) 

•  45"  GOSS  digital  autopasters  modern 
angle  bar  assemblies 
Equipment  in  excellent  condition 

For  further  confidential  information 
please  apply  to; 

Box  2750 

Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


SELLING,  REBUILDING, 
CUSTOMIZING  and  INSTALLING 
newspaper  presses  since  1910 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 

For  a  complete  list  of  presses 

(913)  492-9050  or  (913)  492-6217 

www.inlandnews.com 


-INDUSTRY  SERVICES- 


ADVERTISING  SERVICES 

BEST  ADVERTISING  VALUES 

Publishing  Newspaper  Classifieds  since  1983. 
Reach  millions  affordably!  Call  Now 
FREE  Media  Guide. 

NATIONAL  AD  PLACEMENT  SERVICE 
1-888-215-2790 

CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Cutting-Edge  Technology 
Horace  Southward/Eric  Southward 
(800)  950-8475 
www.metro-news.com 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  738-5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 

INTERNET  SERVICES 

ARE  YOUR  WEBSITE'S  costs  out  of  line 
with  Its  revenues?  Profitable  turnkey  web 
sites  for  newspapers.  (877)  462-6397 
www.our-hometown.com 

PRESSROOM  SERVICES 

PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 


-HELP  WANTED- 


ADMINISTRATIVE 

GENERAL  MANAGER  with  strong  ad  and 
marketing  background.  Experience  in  circu¬ 
lation  and  budgeting  a  plus.  Must  be  able  to 
run  own  show  while  being  goal  oriented  and 
leading  our  2  weeklies  to  the  next  level.  Ex¬ 
citing,  vibrant  market,  great  benefits  and 
positive  environment.  Send  complete  resume 
to:  HBC  Publications,  P.O.  Box 

90430,  Henderson,  NV  89014. 

PUBLISHER 

Seeking  successful  advertising  or  general 
manager  who  is  ready  to  step  up  and  take 
the  publisher  position  of  small  daily  publica¬ 
tion  in  northwest  Ohio.  This  scenic,  quiet 
community  offers  the  right  person  the  op¬ 
portunity  to  become  a  key  player  in  a  growing 
company.  Please  send  resume  to: 

Dianna  Epperly,  Wapakoneta  Daily  News 
P.O.  Box  389,  Wapakoneta,  OH  45895 
Or  E-mail:  depperly@wapakwdn.com 

ADMINISTRATIVE 


ADMINISTRATIVE 


INCREDIBLE  ADVENTURE  for  entrepreneurs 
looking  for  fantastic  career  opportunity. 
Bigfoot  Media,  publisher  of  the  award-winning 
Berkeley  Daily  Planet  &  San  Mateo  Daily 
Journal,  needs  high-energy  Sales  Managers 
to  build  &  lead  teams  at  start-up  community 
dailies  on  the  West  Coast.  Competitive 
compensation  -i-  stock  options  for  aggressive 
leaders  (we  are  venture  capital- 
backed).  This  is  not  for  the  faint-hearted! 

Cover  letter  &  resume  to: 
hr@berkeleydailyplanet.net  or  FAX  to: 

(510)841-5695 

READY  FOR  A  CHANGE? 

Have  good  management  abilities  but  need 
an  organizational  or  geographical  change? 
Go  to:vi/ww.BrehmCommunications.com  and 
check  our  “unique  market”  opportunities. 

Don’t  delay,  contact  us. 


ADVERTISING 


PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 

COMPLTER  SOFTWARE 

COMPUTER  SYSTEMS  FOR  PUBLISHERS 

SM4  for  Contact  Management,  Print  or 
Web  Ad  Sales.  Production,  Billing,  Invoicing 
and  Accounting. 

•  SUB4  for  Subscription  Fulfillment. 

•  CATS  for  Competitive  Advertising. 

•  Custom  programming  available. 

Take  a  test  drive!!  See  it  at: 

www.publishing.abeison.com 
or  Call  Susan  or  Glenn  at  (516)  596-9610 
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PUBLISHER 

Leading  Business  to  Business  Publishing  Company  is  in  search  of  an  experi¬ 
enced  Publisher  with  Retail  Food  industry  background  and  a  proven  ability  in 
sales  management  for  a  leading  publication.  Duties  include  supervising  all 
staff,  budgeting,  sales  plans,  direction  of  magazine  for  future  grovrth.  Candidate 
must  have  leadership  capability,  excellent  sales  experience  and  ability 
to  lead  others. 

Besides  a  pleasant  working  environment,  our  company  offers  a  competitive 
salary  plan  as  well  as  a  comprehensive  benefit  package  including  health  and 
dental  insurance,  FSA  and  401  (k).  No  relocation.  Position  based  in  NY 
office.  Equal  Opportunity  Employer. 

Please  send  cover  letter  with  salary  requirements  as  well  as  resume  to: 

^^vnu  business  media 

A.  Doyle,  VNU  Business  Publications 
770  Broadway,  7th  floor,  NY,  NY  10003 
Or  E-mail:  adoyle@vnuusa.com 
Fax:(646)654-7246 


ADVERTISING 


ADVERTISING  SALES  MANAGER 
Soundings  Publications  LLC,  seeks  Advertis¬ 
ing  Sales  Manager  for  three  magazines, 
SOUNDINGS,  The  Nation's  Boating  Newspa¬ 
per,  SOUNDINGS  TRADE  ONLY,  the  leading 
marine  industry  trade  magazine,  and 
WOODSHOP  NEWS,  the  magazine  for  the 
serious  woodworking  professional. 
RESPONSIBILITIES:  Supervising  the  sales 
force  and  directing  daily  sales  operations, 
conducting  sales  meetings,  hiring,  training 
and  deploying  personnel.  Will  report  to  the 
publisher.  REQUIREMENTS:  Background  in 
publishing  and  advertising  sales  a  must, 
with  a  proven  track  record  in  major  account 
sales.  Three  to  five  years  experience  in 
managing  a  sales  force  of  10  or  more,  ex¬ 
perience  in  setting  department  budgets  and 
managing  commission  programs. 
BENEFITS:  401(k),  medical,  dental,  vision, 
tuition  reimbursements,  vacation. 

Salary  requirements  requested.  Send 
resume  with  letter  to  Kathy  Moisa,  Sound¬ 
ings,  35  Pratt  Street,  Essex,  CT  06426. 


ADMINISTRATIVE 


ADVERTISING  MANAGER 
Vibrant  9,000  circulation  community  news¬ 
paper  located  in  growing  southern  Colorado 
city  seeks  innovative  advertising  manager 
who  understands  competition  and  is  willing 
to  compete  aggressively  to  increase  the 
newspaper’s  market  share.  The  Canon  City 
Daily  Record  is  located  in  one  of  Colorado’s 
most  scenic  areas  and  is  noted  tor  its  mild 
climate.  Located  near  Colorado  Springs,  it 
has  all  the  advantages  of  a  nearby  city. 
There  is  a  great  outdoor  adventure  at  its 
doorstep  in  the  Rocky  Mountains.  The  ideal 
candidate  will  have  a  minimum  of  five  years 
experience  in  advertising  management,  a 
record  of  sales  achievement,  highly  devel¬ 
oped  communication/training  skills,  and  will¬ 
ingness  to  become  involved  in  the  commu¬ 
nity.  Please  send  cover  letter,  resume  and 
salary  requirements  to:  General  Manager, 
Reporter-Herald,  P.O.  Box  59,  Loveland,  CO 
80539. 

ADVOTI^G  SALESPERSON/MANAGER 
Zone  5  weekly  offers  fine  opportunity  for 
sales  person/sales  manager  seeking  to 
move  up.  This  position  will  have  direct  re¬ 
sponsibility  for  advertising-related  sales  and 
revenue  growth,  developing  and  managing 
staff,  creating  spec  layouts,  conducting 
cold  calls  and  being  part  of  a  strong  man¬ 
agement  team  in  an  award-winning  organi¬ 
zation  that  believes  in  local  control.  Com¬ 
petitive  salary,  commissions,  profit-sharing, 
excellent  executive  benefits,  chance  for 
stock  ownership.  Send  resume  and  cover 
letter  describing  your  past  accomplish¬ 
ments.  Include  salary  requirements  to  Box 
2776,  Editor  &  Publisher  Classified,  770 
Broadway,  7th  Floor,  New  York,  NY  10003. 

ADVERTISING  DIRECTOR 
CLASSIFIED  REGIONAL  DIRECTOR 
If  you  have  a  proven  record  of  success,  are 
interested  in  joining  a  committed  team  of 
professionals,  pursuing  the  great  opportuni¬ 
ties  and  benefits  that  exist  today,  please 
send  cover  letter,  salary  requirements  and 
resume  to:  Human  Resources,  Abilene  Re¬ 
porter-News,  P.O.  Box  30,  Abilene,  TX 
79604.  E-mail:  apply@reporternews.com 
FAX:  (915)670-5270. 

View  position  description/requirements  at: 

www.scripps.com  EOE. 

CLASSIFIEDS  MANAGER 
The  Seattle  Times  is  seeking  a  Classifieds 
Manager  for  our  Real  Estate  section.  Will  be 
responsible  for  achieving  the  revenue  and 
lineage  goals.  Will  oversee  sales  operations 
of  the  category  unit,  establish  forecast  and 
sales  projections,  manage  to  assigned 
budget,  identify  marketing  opportunities, 
manage  key  accounts,  coordinate  all  special 
sections/theme  pages,  and  manage  de¬ 
partment  staff.  Must  have  4  years  sales 
and  marketing  management  experience 
working  with  a  large  staff  and  customer 
base.  Apply  to  job  #:  02-074/MT  by  E-mailing 
cover  letter  and  resume  as  a  single 
Word  attachment  to: 

st.resumes@seattletimes.com 

“The  Future  is  called  “perhaps,” 
which  is  only  possible  thing  to 
call  the  future.  And  the  impor¬ 
tant  thing  is  not  to  allow  that  to 
scare  you.” 

-Tennessee  Williams 

www.editorandpublisher.com 
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-HELP  WANTED- 


ADVERTISING 


EMPLOYMENT  ADVERTISING  MANAGER 
The  Courier  &  Press  in  Evansville,  IN  and 
The  Gleaner  in  Henderson,  KY  (both  members 
of  the  Scripps  family)  are  seeking  a 
highly  motivated,  experienced  individual  to 
oversee  a  growing  employment  advertising 
team  for  their  combined  classified 
operation.  The  ideal  candidate  will  possess 
high-level  knowledge  of  employment  adver¬ 
tising,  as  well  as  the  ability  to  generate  ad¬ 
vertising  on  a  national  level  through  direct 
communications  with  employment  agencies 
and  rep  firms.  This  individual  will  be  respon¬ 
sible  for  leading  a  team  of  inside  and  outside 
print  and  online  sales  people,  as  well 
as  a  team  of  graphic  designers/ad  produc¬ 
tion  assistants.  A  proven  record  of  employ¬ 
ment  revenue  growth  and  employment 
product  development  is  highly  desirable,  as 
is  experience  in  budgeting,  strategic  planning 
and  sales  development^eadership.  Prior 
management  experience  within  the  classified 
department  is  preferred.  This  position 
reports  directly  to  the  classified  manager. 
Send  cover  letter,  resume  and  confidential 
salary  history  to  Evansville  Courier  &  Press, 
Attn;  Michelle  Land  Harris,  P.O.  Box  268, 
Evansville,  IN  47702-0268  or  E-mail: 
mlharris@courierpress.com 
Evansville  Courier  Company  is  an 
Equal  Opportunity  Employer 

_ CIRCULATION _ 

SINGLE  COPY  MANAGER 
Mid  sized  seven  day  newspaper  in  the  Dela¬ 
ware  Valley  seeks  professional,  aggressive, 
and  results  oriented  single  copy  manager 
to  take  command  of  our  street  sales,  service 
and  collections.  Should  be  fully  experienced 
in  newspaper  single  copy  and  have 
system  skills.  Must  be  able  to  motivate. 
Send  resume  and  salary  history  to  Box 
2811,  Editor  &  Publisher  Classified,  770 
Broadway,  7th  Floor,  New  York,  NY  10003. 

ADVERTISING 


CIRCULATION 


DIstHbiitloin 
Center  Manager 

We  are 

Pubilshers  Circulation 
Puinilment,  an  ackno^vledgcd 
leader  in  national  distribution  of  print 
media,  with  clients  including  many 
prominent  national  and  regional 
publications.  Due  to  business  expansion, 
we  are  currently  seeking  dynamic 
distribution  professionals  to  manage 
operations  and  employees  at  our  centers  in 
the  New  York  metropolitan  area. 

Responsibilities  include  active 
supervision  of  daily  operations, 
management  of  employees  and  staffing 
function,  including  recruiting  and  training 
of  new  employees,  conducting  and 
supervising  evaluations,  coordinating  and 
providing  safety  training  for  dislrit^lion 
staff,  and  reviewing  and  approving  all 
carrier  compensation,  payroll  ledgers  and 
expense  statements. 

Qualifications  include  the  ability  to 
establish,  meet  and/or  e.xceed  service  goals 
and  objectives,  the  ability  to  manage  staff, 
extensive  knowledge  of  the  geography  and 
demographics  of  an  assigned  area,  and 
thorough  knowledge  of  computer  and 
software  used  in  distribution  services.  E- 
mail  resume  to  I^is.NagieC^' pcfcorp.com 
or  fax  to  (908)  453-4395. 


FCF 


People  Come  First! 


ADVERTISING 


I 


DISPLAY  ADVERTISING  DIRECTOR 

The  Cincinnati  Enquirer  is  seeking  a  Display  Advertising  Director  to  lead  sales  performance 
in  the  department.  The  Cincinnati  Enquirer  is  a  part  of  The  Gannett  Company  Inc.,  the  na¬ 
tion’s  largest  newspaper  company.  The  Cincinnati  Enquirer  has  a 
daily  circulation  of  200,000  and  315,000  on  Sunday.  This  position  develops  and  executes 
strategies  to  grow  retail  and  national  revenues,  market  share  and  advertising 
account  base.  This  position  is  also  responsible  for  product  service  development  in 
the  areas  of  distribution,  special  sections  and  vendor  co-op  programs. 

The  Director  will  oversee  growth  in  local  territories,  new  business,  major  category  ac¬ 
counts/national  and  preprint  sales.  The  qualified  candidate  will  have  a  minimum  of 
five  years  successful  and  progressive  newspaper  sales  leadership  experience  in  a 
mid  size  to  large  sales  organization.  A  consistent  track  record  of  growing  new  and 
existing  revenues  is  required. 

The  candidate  must  possess  outstanding  sales  management  skills  that  lead  and  direct  oth¬ 
ers  to  achieve  sales  and  company  objectives.  A  four-year  college  degree  in 
business  or  a  related  field  is  preferred.  We  offer  excellent  benefits  and  a  competitive 
compensation  package.  Interested  candidates  should  send  their  resume  to: 

The  Cincinnati  Enquirer 

312  Elm  Street,  Cincinnati,  OH  45202-2739 
E-mail:  hr@enquirer.com 
FAX:  (513)  768-8210 

An  Equal  Opportunity  Employer 


CIRCULATION 


CIRCULATION  DIRECTOR 
;  The  Register  Citizen,  a  10,000  circulation 
daily  Is  seeking  a  hands-on  Circulation  Di¬ 
rector  to  lead  our  team.  Good  leadership 
and  management  skills  are  required,  along 
with  a  strong  commitment  to  growing  the 
circulation  base.  Customer  service  experi¬ 
ence  is  especially  preferred. 

Our  circulation  professionals  enjoy  a  com- 
;  petitive  compensation  package  and  a  huge 
(  opportunity  to  build  a  career  with  The  Journal 
:  Register  Company.  If  you  are  up  to  the 
'  challenge,  send  your  resume,  including  sala- 
:  ry  expectation  to; 

Publisher,  The  Register  Citizen 
190  Water  Street,  Torrington,  CT  06790 
Or  E-mail:  rpazdziorko@journalregister.com 

CONSUMER  SERVICES  MANAGER 
Are  you  a  self-starter  and  able  to  initiate 
new  programs?  Do  you  have  Circulation 
database  management  experience?  Can  you 
find  a  way  for  the  customer  to  always  be 
right?  If  yes,  yes,  yes  is  your  answer  then 
:  consider  a  move  to  our  circulation  manage- 
I  ment  team.  We  are  growing  circulation  and 
need  an  individual  who  will  be  responsible 
!  for  the  satisfaction  of  customer  needs  and 
:  the  integrity  of  our  database. 

;  Candidate  must  have  a  college  degree  and 
;  a  proven  successful  record.  Job  requires 
the  ability  to  work  with  minimal  direct  super- 
!  vision  and  to  complete  assignments  in  a 
;  timely  manner.  Must  have  strong  analytical 
I  skills,  ability  to  solve  problems,  make  deci- 
'  sions,  and  communicate  them  effectively 
!  throughout  the  organization.  This  manager 
)  reports  to  the  Vice  President  of  Circulation. 

;  Pay  based  on  experience  and  is  a  combina- 
:  tion  of  salary  and  incentive. 

Lexington,  Kentucky  is  a  well-educated,  af- 
‘  fluent  market.  Come  see  why  our  people 
;  love  it  here. 

Send  resume  and  salary  history  to: 

Cindy  Frazer,  Lexington  Herald-Leader 
100  Midland  Avenue,  Lexington,  KY  40508 
!  Or  E-mail:  cfrazer@herald-leader.com 
I  EEO  M/F 

CIRCULATION  MANAGER 
Target  Media  Partners  one  of  the  nations 
fastest  growing  print  advertising 
companies,  has  an  immediate  opening  for  a 
I  qualified  Circulation  Manager  in  the  San 
:  Francisco  Bay  area.  The  ideal  candidate 
!  will  have  previous  experience  in  identifying 
i  distribution  opportunities,  such  as:  new  store 
j  locations  and  avenues  for  distribution, 
‘  improved  driver  recruiting,  training  &  reten- 
;  tion,  effective  utilization  of  draw  management 
:  programs  and  the  monitoring  of  sales 
;  trends.  Our  unique  entrepreneurial  manage- 
'  ment  approach  will  allow  the  right  individual 
I  unlimited  opportunity  to  put  their  skills  to 
I  work.  In  exchange  for  your  talents  we  offer 
;  a  competitive  salary,  401(k),  paid  vacation 
I  and  a  comprehensive  benefits  program. 

[  Excellence  is  a  must  for  this  challenging  op¬ 
portunity.  To  be  considered  please  forward 
your  resume  with  a  cover  letter  outlining 
your  experience  to:  mikes@cfm.com 


CIRCULATION 


CIRCULATION  DIRECTOR 
The  Sarasota  Herald-Tribune  is  seeking  a 
Circulation  Director  to  build  circulation  in  a 
vibrant  Florida  market,  who  has  a  special 
acumen  for  sales  and  marketing,  with 
strong  grounding  in  field  operations,  to  lead 
a  department  of  63  employees  and  350  in¬ 
dependent  carriers.  The  Herald-Tribune  is 
the  largest  paper  in  the  New  York  Times 
Regional  Newspaper  Group  at  107,000 
daily  and  134,000  Sunday.  It  serves  a 
growing,  dynamic  market  on  the  Gulf  Coast 
of  Florida  with  six  zoned  editions  and  a 
24-hour  cable  news  channel.  Sarasota  was 
recently  named  the  “Best  Small  City  in 
America”  and  “Top  10  Places  to  Live”  by 
Money  Magazine.  Letter  of  interest,  resume 
to  Trish  McConnell,  Director  of  Human 
Resources,  Sarasota  Herald-Tribune,  P.O. 
Box  1719,  Sarasota,  FL  34230. 


_ EDITORIAL _ 

CITY  EDITOR:  The  Coshocton  Tribune,  a  daily 
Gannett  paper  in  Central  Ohio,  is  seeking 
a  city  editor  with  strong  editing  and  coaching 
skills  to  lead  its  news  team.  This  person 
must  be  highly  organized,  able  to  handle 
multiple  tasks  under  pressure  of  deadlines 
and  have  a  vision  for  and  commitment  to 
community  journalism.  Apply  to: 

Brooky  Brown,  Managing  Editor 
Coshocton  Tribune 
P.O.  Box  10,  Coshocton,  OH  43812 
bbrown@nncogannett.com 


BUSINESS  WRITER  -  The  Columbian's  Busi¬ 
ness  News  section  -  a  3-year  winner  of  the 
Society  of  American  Business  Editors  & 
Writers  “Best  in  Business”  award  for  news¬ 
papers  with  less  than  125K  circulation  -  is 
looking  for  a  talented  business  writer  to  join 
our  staff  in  beautiful  Southwest  Washington. 
The  successful  applicant  will  have  high  ener¬ 
gy,  an  exceptional  ability  for  generating  story 
ideas  and  at  least  3  years  of  daily  with 
an  emphasis  on  business  writing  including 
“breaking  news”  and  in-depth  reports.  We 
offer  a  competitive  compensation  and  benefit 
plan  including  22  paid  days  off  a  year 
and  401(k)/profit  sharing.  If  you’re  up  to 
this  challenge  please  send  your  resume, 
cover  letter  and  10-15  examples  of  your 
writing  to:  The  Columbian,  HR,  P.O.  Box 
180,  Vancouver,  WA  98666. 


COPY  EDITOR/PAGE  DESIGNER 
The  Daytona  Beach  News-Journal,  a  family- 
owned,  100,000  daily  serving  a  two  county 
area  on  Florida’s  east  coast,  is  seeking  a 
copy  editor/page  designer  for  the  Night 
News  Desk.  Candidates  should  have  at 
least  five  years  copy  desk  experience  and 
be  skilled  in  page  layout/design/pagination. 
Mail  or  E-mail  a  cover  letter,  resume  with 
references  and  clips  to  Chris  Seymour,  dep¬ 
uty  managing  editor-production,  Daytona 
News-Journal,  P.O.  Box  2831,  Daytona 
Beach,  FL  32120-2831.  E-mail: 

chris.seymour@news-jrnl.com 


I 


ADVERTISERS 


For  space/material  deadlines  call 
Hazel  Preuss  at  646.654.5302 

-  details  at  vvvvw.editorandpublisher.com - 


I 


www.editorandpublisher.com 
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-HELP  WANTED- 


EDITORIAL 


NATION  PRODUCER 

Washlngtonpost.com  is  seeking  a  full-time 
producer  to  cover  national  news  and  issues 
for  The  Washington  Post’s  award-winning 
Web  site.  Duties  include  overseeing  the 
site’s  coverage  to  make  washingtonpost.com 
the  destination  for  a  wide-ranging  subject 
area  that  emphasizes  national 
security  and  military  news  as  well  as  devel¬ 
opments  in  science  and  space  exploration; 
responsible  for  Supreme  Court  coverage 
and  breaking  news  around  the  country; 
works  closely  with  producers  from  the  poli¬ 
tics  and  world  sections;  finds  new  and  inter¬ 
esting  ways  to  create  true  multimedia  expe¬ 
riences  by  enhancing  the  quality  text  and 
photojournalism  of  The  Washington  Post 
through  creative  use  of  photo  galleries,  au¬ 
dio,  video  and  searchable  databases.  Can¬ 
didates  should  be  familiar  with  national 
news  and  be  able  to  demonstrate  solid 
news  judgment.  Ability  to  work  in  a  creative, 
fast-paced  environment  is  a  must.  Two  to 
five  years  of  journalism  experience  is  desired. 
Schedule  requires  late  nights,  early 
mornings  and  weekends,  so  flexibility  is  a 
must.  Knowledge  of  HTML  and  XML  and  fa¬ 
miliarity  with  the  Internet  is  helpful. 

Please  read  more  about  the  position  and 
our  company  by  going  to  washing- 
tonpost.com  and  clicking  on  Join  Us  at  the 
very  bottom  of  our  homepage. 

If  you  are  interested  in  joining  our  Team, 
please  E-mail  your  resume  to 
wpni@TWPCcareers.com  to  ensure  the 
highest  quality  processing.  You  must 
include  the  following  code  in  the  subject  line 
of  your  E-mail  or  within  the  body  of  your 
cover  letter:  T7/eTWP/T038.  You  may  also 
fax  to  (781)  663-8581  We  are  committed 
to  diversity  in  the  workplace  and  promote  a 
drug-free  work  environment. 

NIGHT  CITY  EDITOR 

The  Knoxville  News-Sentinel,  circulation 
120,000,  is  on  the  move,  with  a  new  editor, 
a  new  $50  million  building  under  construction 
and  a  new  design  in  the  works.  Now 
we’re  looking  for  a  night  city  editor  who  can 
chase  news,  motivate  reporters  and  make 
copy  sing.  Send  resume,  work  samples  and 
references  to  Tom  Chester,  deputy  managing 
editor,  P.O.  Box  59038,  Knoxville,  TN 
37950-9038,  or  chester@knews.com. 


ENTERPRISE  EDITOR 

The  York  Dispatch/Sunday  News  is  seeking 
an  experienced,  enterprising  journalist  to 
help  lead  our  news  team.  For  more  details 
please  visit  our  Web  site  at: 

www.yorkdispatch.com 

FULL-TIME  STAFF  WRITERS 
Escape  the  restrictions  of  mainstream  publi¬ 
cations.  Would  you  like  the  freedom  to  write 
at  length  about  what  really  happened 
instead  of  writing  a  politically  correct  sum¬ 
mary  that  says  nothing?  The  Rhinoceros 
Times  revels  in  political  incorrectness  and 
allows  writers  the  room  to  write.  This  fami¬ 
ly-owned,  conservative  weekly  chain  is 
growing  in  markets  where  mainstream  pub¬ 
lications  are  shrinking,  and  has  openings  in 
Greensboro  and  Charlotte.  Check  out  our 
website  at  www.rhinotimes.com  and,  if  in¬ 
terested,  send  resume  and  clips  to; 

John  Hammer,  The  Rhino  Times 
P.O.  Box  9421,  Greensboro,  NC  27429 


_ EDITORIAL _  i 

EXPERIENCED  EDITOR  needed  for  Seattle  i 
area,  award-winning  national  outdoor  recre-  j 
i  ation  magazine.  Market  leader.  Bi-monthly  | 
I  67,000  ABC  circulation;  plus  4  annuals  &  i 
I  bi-monthly  newsletter.  Good  growth.  Rare  | 
I  opportunity.  Minimum  3-5  years  editorial  ! 
I  management;  7(-r)  years  magazine  or  print  ! 
1  publication  experience  required.  Must  be 
j  outdoor  enthusiast  -  “posers"  need  not  in-  | 
;  quire.  Manage  and  direct  editorial  design  I 
I  operations;  also  work  cooperatively  with  ' 
I  sales  and  marketing  team.  Send  resume,  | 
I  cover,  etc.  to:  Publisher,  P.O.  Box  3146, 

I  Kirkland,  WA  98083.  i 

I  i 


I  ASSISTANT  EDITOR 

j  AMN  Healthcare  places  nurses  on 
I  temporary  assignments  in  hospitals  across  ! 

the  country.  Based  in  San  Diego,  CA,  AMN  ; 
j  is  the  nation’s  largest  travel  healthcare  ^ 
staffing  organization.  We  are  currently  ! 
seeking  an  Assistant  Editor  for  our  j 
NurseZone  Web  site.  If  you’re  an  l 
,  organized,  team  player  with  strong  writing  i 
i  and  editing  skills  and  at  least  5  years  of  i 
j  journalism  experience,  we’d  like  to  hear  i 
from  you.  Responsibilities  include  writing  i 
I  compelling  stories,  mastery  of  AP  style  and 
I  the  ability  to  lead  reporters  and  projects. 

!  Web  writing  experience  a  plus.  Qualified 
j  candidates  should  have  a  BA  in  journalism, 
j  English  or  communications.  Nurses  with  3-r 
i  years  of  journalism  experience  encouraged 
I  to  apply.  Send  resume,  salary  requirements 
i  and  published  clips  to: 

karen.vonboetticher@amnhealthcare.com 

REPORTER 

VNU  a  leading  business-to-business  informa- 
I  tion  company  has  a  great  career  | 
I  opportunity  for  a  Reporter  to  join  one  of  its 
top  weekly  publications.  Responsibilities  will  i 
include  covering  the  television  stations,  writ-  j 
;  ing  features  and  updating  website  daily, 
j  Ideal  candidate  will  have  at  least  2  years  of 
reporting  experience  plus  a  degree  in  Jour- 
’  nalism  or  related  field.  Must  be  able  to 
i  write  under  tight  deadlines;  knowledge  of  | 
the  television  business  is  a  plus.  i 

j  Send  resume  with  cover  letter  indicating  i 
’  salary  requirements  to:  I 

VNU  Business  Publications 
j  HR  Department  -  EJ  i 

j  770  Broadway,  7th  Floor,  NY,  NY  10003  1 

jobs@vnubusinesspublicationsusa.com 
i  Fax:  (646)  654-5362 


SPECIAL  PROJECTS  EDITOR  : 

Minimum  of  10  years  reporting  and  editing  j 
experience  with  a  large  metropolitan  news-  i 
I  paper.  Responsibilities  include  working  on  I 
.  major  projects;  managing  two  veteran  re-  | 
I  porters  and  working  with  other  departments  i 
j  in  the  newsroom  as  well  as  Market  Develop-  | 
\  ment  personnel  on  public  opinion  polls. 

Send  resume  and  clips  by  mail  to  Bennie 
I  Ivory,  Executive  Editor  &  Vice  President/ 
News,  The  Courier-Journal,  525  W.  Broad¬ 
way,  Louisville,  KY  40202. 


ADVERTISERS 

For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 


EDITORIAL 


GENERAL  ASSIGNMENT  REPORTER 
FLORIDA  TODAY,  a  90,000  Gannett  news¬ 
paper  on  the  Space  Coast,  seeks  a  general 
assignment  reporter.  Minimum  5-years  ex¬ 
perience,  at  least  three  years  at  a  daily. 
We’re  looking  for  an  investigator  -  someone 
with  a  track  record  of  breaking  news  on 
state  and  regional  issues  based  on  aggres¬ 
sive  records  research  and  computer- 
assisted  analysis.  Depending  on  experi¬ 
ence,  may  also  cover  politics,  growth,  federal 
courts  or  military  affairs  on  a  part-time 
basis.  We  offer  competitive  pay,  great  ben¬ 
efits  and  a  strong  work  environment.  E-mail 
cover  letter,  resume  and  salary  requirements 
to  mreed@t3revard.gannett.com. 


MOUNTAIN  PARADISE 

Oregon’s  premier  hunting,  fishing  and  arts 
community,  Wallowa  County,  needs  a 
strong  news/editorial  leader  for  award  win¬ 
ning  weekly.  Bring  your  gear,  good  repor¬ 
ting,  writing  and  editing  skills  to  this  mountain 
paradise.  Must  also  be  a  good  leader, 
manager  of  people.  Part  of  a  strong,  family 
owned  newspaper  group,  the  job  includes 
some  writing  for  a  regional  Sunday,  and  full 
online  reader  service.  Minimum  three  years 
management  experience  required.  Profit 
sharing,  401K,  other  benefits.  Send 
resume  and  clips  to  C.K.  Patterson,  P.O. 
Box  2048,  Salem,  OR  97308,  or: 

ckpat@capitalpress.com 


THE  KEENE  SENTINEL 

www.sentinelsource.com  -  award-winning 
daily  in  SW  NH,  seeks  candidates  for  pool 
of  6  local  news  reporters  in  newsroom  of 
26  journalists.  Cover  letter,  resume,  5  clips 
to  Mary  Allen,  local  news  editor,  P.O.  Box 
546,  60  West  Street,  Keene,  NH  03431; 
mea@keenesentinel.com;  (601  352-1234. 
Enterprise  a  must.  Training  guaranteed. 


NEWS  EDITOR/WRITER  (BUSINESS) 
Investor’s  Business  Daily  in  L.A.  seeks 
strong  writer/editor  to  help  produce  a  com¬ 
prehensive  daily  roundup  of  business,  na¬ 
tional  and  world  news.  Position  offers  op¬ 
portunity  to  write  features  as  well  for  the 
national  paper  (circulation  270,000-plus). 
Three  years  of  news  editing  or  business  re¬ 
porting  preferred,  but  will  consider  training 
other  candidates.  Send  resume,  clips  and 
cover  letter  to  susan.warfel@investors.com, 
or  FAX  to:  (310)  577-7350.  Call  (310) 
448-6373  to  confirm  fax  is  received. 


DESK  EDITOR 

VNU,  a  leading  business-to-business  infor¬ 
mation  company  has  a  great  opportunity  for 
a  desk  editor  to  join  its  media-oriented 
trade  publication.  Ideal  candidate  will  have 
at  least  three  years’  experience  in  news  and 
copy  editing.  Will  rewrite  news  copy  and 
also  copy  edit/proofread.  Must  be  adept  at 
headline/caption  writing,  handling  multiple 
tasks  under  deadline  pressures  and 
working  with  art/production  departments. 
Experience  with  QuarkXPress  preferred. 

Send  resume  with  cover  letter  indicating 
salary  requirements  to: 

VNU  Business  Publications 
770  Broadway,  7th  Floor 
New  York,  NY  10003 
jobs@vnubusinesspublicationsusa.com 
Fax:  (646)  654-5362 
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EDITORIAL 


REPORTER  OPENING 

Aggressive  daily  north  of  Houston  seeks  a 
reporter  to  cover  one  of  the  fastest-growing 
communities  in  the  state.  We  seek  writers 
who  love  telling  a  story  and  giving  our  read¬ 
ers  the  information  they  need.  Prefer  candi¬ 
dates  with  at  least  a  year’s  experience  at  a 
daily  or  weekly;  will  consider  others.  Send 
resume  and  clips  to:  City  Editor  Andy  Du 
Bois,  The  Courier,  100  Avenue  A,  Conroe,  TX 
77301.  FAX  to  (936)  756-6729  or  E-mail  to: 
couriernews@hcnonline.com 


REPORTER 

Mutual  Funds  magazine,  a  Time  Inc.  publica¬ 
tion,  has  an  opening  for  a  reporter  in  its  Ft. 
Lauderdale  office.  The  position  requires 
strong  writing  skills  and  an  enduring 
i  interest  in  financial  markets  and  investing, 
j  Reporters  expected  to  interview  money 
managers,  assemble  graphics,  check  sto- 
I  ries,  and  write  for  the  magazine.  This  is  an 
excellent  opportunity  to  begin  a  career  with 
I  AOL  Time  vi/arner. 

If  interested  please  go  to  our  website  at 
www.careers.timeinc.com,  go  to  Career 
Opportunities,  Click  on  Begin  Search  and 
enter  Req  number  4761  under  the  Keyword 
search  field. 


:  DESIGNER 

I  Award-winning  Ohio  newspaper  has  opening 
for  a  full-time  designer  on  universal  desk. 
Newspaper  believes  in  continuing  training/ 
development.  Work  4,  10-hour  shifts,  in¬ 
cludes  nights  and  rotating  weekends.  Com- 
j  petitive  salary,  health  benefits,  dental,  vision, 

[  401(k).  Circulation:  36,000  (d)  43,000 
I  (S).  Will  consider  recent  college  graduate. 

Resume,  cover  letter  and  design  samples 
I  to  Diane  Pacetti,  managing  editor.  The  (.ima 
j  News,  3515  Elida  Road,  Lima,  OH  45807. 


STAFF  WRITER 

New  Times,  the  nation’s  largest  publisher  of 
j  alternative  newsweeklies,  has  an  immediate 
!  opening  for  an  experienced  writer  at  its 
I  hard-hitting  paper  in  St.  Louis.  We’re 
I  looking  for  a  reporter  who  understands  the 
'  difference  between  magazine-style  reporting 
I  and  the  hurried  fact-finding  of  daily 
;  papers.  The  ideal  candidate  will  be  able  to 
I  create  in-depth,  well-crafted  stories  that  ex- 
[  plore  the  issues,  events  and  personalities 
i  of  their  community.  New  Times  publishes 
magazine-style  weekly  newspapers  covering 
I  local  news,  politics,  arts  and  music  in 
Phoenix,  Denver,  Miami,  Dallas,  Houston, 
San  Francisco,  Los  Angeles,  Ft.  Lauderdale, 
Cleveland,  St.  Louis,  Kansas  City  and  Oak¬ 
land.  We  offer  competitive  salaries  and  ben¬ 
efits.  Qualified  applicants  should  send  cover 
letter,  resume  and  clips  to: 
j  Andy  Van  De  Voorde 

I  Executive  Associate  Editor 

i  New  Times 

j  P.O.  Box  5970,  Denver,  CO  80217 

SENIOR/EXECUTIVE  EDITOR 
Great  opportunity  at  small  b-to-b  publication 
in  San  Francisco.  Require  5  -h  years  experi¬ 
ence  writing/editing  for  newspaper  or  mag- 
!  azine  on  business/finance/real  estate,  plus 
j  edit  management  experience.  $50K  to 
I  $80K,  401(k),  profit  sharing,  health/dental, 
j  flexible  hours,  great  location.  Include 
I  SEE  1001  in  subject  line  of  E-mail.  E-mail  re¬ 
sume,  cover  letter  to:  jack@adrising.com 

www.editorandpublisher.com 
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•HELP  WANTED- 


FINANCE 


BUSINESS/OPERATIONS  MANAGER  ; 
Small  b-to-b  publishing  company  in  San  Fran¬ 
cisco.  Require  5-^  years  experience  in  finan-  | 
cial/office  management,  top  organization 
and  communication  skills,  business,  admin¬ 
istrative,  accounting  or  marketing  degree  a  | 
plus.  $75K  to  $90K  plus  bonuses,  401(k), 
profit  sharing,  health/dental,  flex  hours,  j 
great  location.  Include  BOM2002  in  subject  I 
of  E-mail.  E-mail  resume,  cover  letter  to:  | 

jack@adrising.com  l 


MAILROOM 


ASSISTANT  MAILROOM  MANAGER  with  ex¬ 
perience  for  daily  newspaper  in  Athens,  GA 
to  manage  part-time  crews  and  operate  | 
mailroom  equipment  at  night.  High  School 
graduate  with  some  college  or  tech  school 
preferred;  1-f  years  supervisory  experi¬ 
ence.  Excellent  pay  and  benefits.  Fax  to 
(706)  559-7100;  gac@onlineathens.com  or 
P.O.Box  912,  Athens,  GA  30603.  EOE  j 


PREPRESS 


PRODUCTION  MANAGER  ! 

Immediate  opening  tor  Pre-Press  Manager  j 
for  group  of  weeklies  in  Central  NJ.  Full  re-  j 
sponsibility  for  staff  of  ad  builders,  pagi-  ' 
nators,  and  electronic  transmission  located  I 
in  Somerville  office.  Knowledge  of 
QuarkXPress  and  Photoshop  a  must.  Network 
experience  a  plus.  Competitive  salary 
plus  excellent  benefit  package  including 
health,  dental,  vacation,  401(k).  Send  resume 
to  Publisher,  NJN  Publishing,  P.O. 
Box  699,  Somerville,  NJ  08876. 

Or  call  (908)  575-6664 


PRODUCTION/TECH 


MAINTENANCE  MANAGER 
The  Cincinnati  Enquirer,  a  Gannett  newspa¬ 
per,  is  seeking  an  experienced  manager  to  i 
lead  our  Electrical  Mechanical  Department.  ' 
The  qualified  candidate  will  be  responsible 
for  maintaining  all  machinery,  equipment  i 
and  plant  services.  This  position  reports  to 
the  Production  Director.  Duties  include:  I 

•  Work  with  maintenance  supervisors  to  i 

prioritize,  assign  and  schedule  work  ! 

•  Administer  the  contracts  of  outside  service 
venders 

•  Develop,  train  and  motivate  employees  to  i 
enhance  productivity 

•Determine  and  recommend  equipment 
and  systems  improvement 

•  Budget  Management  | 

•  Assist  in  meeting  production  goals 

(on-time,  quality  and  waste  reduction)  | 

The  ideal  candidate  should  have  at  least  5  | 
years  experience  in  printing  plant  mainte-  i 
nance.  Experience  with  or  knowledge  of 
Goss  Metro  presses  desired.  Must  be 
willing  to  work  some  evenings,  weekends 
and  holidays.  Position  offers  a  competitive 
salary  and  comprehensive  benefit  package. 

If  you  meet  the  above  requirements  and  are 
interested  in  applying,  please  mail  your  re¬ 
sume  to  the  address  below,  or  fax  to  (513) 
768-8210,  or  E-mail  it  to:  | 

hr@enquirer.com 
The  Cincinnati  Enquirer 
Attn:  Human  Resources 
312  Elm  Street 
Cincinnati,  OH  45202 


•POSITIONS  WANTED- 


CLASSIFIED  ADVERTISING 
INFORMATION 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

also  includes  online 


HELP  WANTED  ALL  OTHER  CLASSIFICATIONS 


1  week . 

. $13.25 

1  week . 

. $12.10 

2  weeks . 

. $12.30 

2  weeks  . 

. $10.65 

3  Weeks . 

. $10.85 

3  Weeks . 

. $  9.30 

4  weeks . 

. $  9.15 

4  weeks  . 

. $  8.00 

1 2  weeks . 

. $  8.75 

1 2  weeks  . 

. $  7.00 

26  weeks  . 

. $  7.80 

26  weeks  . 

. $  6.20 

39  weeks  . 

. $  7.50 

39  weeks  . 

. $  5.80 

52  weeks  . 

. $  7.15 

52  weeks  . 

. $  5.45 

BLIND  BOXES:  $25  per  insertion:  counts  as  additional  line  copy. 


DISPLAY  AD  RATES 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  otherwise 
a  scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum 
1 33-line  same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For 
instructions,  please  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 

BLACK  &  WHITE  DISPLAY  AD  RATES 


1  week  . 

.  $144 

12  weeks  . 

.  $  112 

2  weeks  . 

.  $131 

26  weeks  . 

.  $  107 

3  Weeks  . 

.  $124 

39  weeks  . 

.  $  101 

4  weeks . 

.  $120 

52  weeks  . 

. $  95 

PRESSROOM 


Experienced  PRESSPERSON  needed  to  run  ! 
newspaper  press.  Minimum  five  years  expe-  j 
hence  in  quality  printing  on  Goss  [ 

Community  or  Urbanite.  Competitive  salary,  j 
excellent  benefit  package.  Send  Resume  i 
with  work  history  to:  Gary  Messner, 
TimesDaily,  P.O.  Box  797,  Florence,  AL 
35631.  EOE 


GROUP  PRODUCTION  FACILITY  MANAGER 
wanted  to  manage  Wick  Communications’ 
printing  operation  on  the  “Northshore”  of 
New  Orleans.  We  publish  two  dailies,  two  i 
semi-weeklies,  and  more  in  this  group  facility.  1 
Need  a  top-notch  production  manager  | 
to  make  it  operate  efficiently  and  help  it  l 
grow.  Good  staff  but  need  a  strong  leader.  ! 
Willing  to  pay  to  get  right  person,  plus  ex-  j 
cellent  benefits,  bonus  plan  and  more.  Con¬ 
tact  Will  Chapman,  Group  Manager, 
(337)  365-6773  or  E-mail:  ! 

will.chapman@wickcommunications.com  j 


PRESSROOM  MANAGER 
East  coast  daily  newspaper  is  seeking  a 
Pressroom  Manager  to  oversee  the  entire 
printing  operations.  The  ideal  candidate 
must  have  demonstrated  strong  people  and 
leadership  skills,  a  good  problem  solver 
and  someone  who  can  build  a  team.  We  offer 
a  competitive  salary  and  comprehensive 
benefit  package  including  401(k).  Please 
forward  cover  letter  and  resume  to: 

Box  2792,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


ADMINISTRATIVE 
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{continued  from  page  14}  authors 

recently  sampled  wine  lists  at  chain  restau¬ 
rants  such  as  Applebee’s  and  Hooters. 

“Weekend  Journal”  is  also  an  undis¬ 
guised  attempt  to  stretch  \he  Journals 
readership,  to  appeal  to  young  businessmen 
and  businesswomen.  On  the  other  hand,  of 
course,  it  can’t  be  so  far-out  that  a  longtime 
reader,  that  archetypical  Stuffy  Starchcollar 
(Mr.  Starchcollar  to  you,  sonny)  would 
wonder:  What  the  heck  is  this? 

“The  first  thing  was,  it  had  to  work  with 
our  existing  audience,”  says  Steiger,  59,  an 
idfable  straight  shooter  with  a  jutting  jaw 
and  jocular  style.  “If  we  attracted  a  bunch  of 
new  people  and  alienated  a  lot  of  the  old 
people,  it  would  have  been  a  loser.  But,  in 
fact,  our  more  mature  readers  are  great  fans 
of ‘Weekend,’  and  that  was  one  of  the  very 
pleasant  results  I  hadn’t  expected.” 

The  high  level  of  acceptance  of  “Week¬ 
end  Journal”  begat  “Personal  Journal,”  the 
Tuesday-to-Thursday  news-you-can-use 
section,  that  came  out  of  the  chute  April  9. 

“It’s  aimed  at  the  businessman  or  busi¬ 
nesswoman  in  their  consuming  side,  their 
individual  side,”  Steiger  says.  The  fypical 
Journal  reader  is  used  to  making  decisions 
at  work.  “Personal  Journal”  offers  tools  for 


those  people  to  make  decisions  at  home. 

“Our  staff  is  used  to  dealing  with  really 
complex  business  issues  in  a  way  that’s 
simple  and  easy  to  understand,  and  can 
move  quickly,”  Steiger  says.  “So  we  decided 
well  do  personal  journalism,  but  in  a  differ¬ 
ent  way.  Well  key  off  trends  and  news  de¬ 
velopments,  well  move  fast,  to  tell  you  how 
to  take  advantage  of  something,  or  avoid 
something,  right  now,  as  it’s  happening.” 

Referring  to  the  radical  (for  the  Jourrud) 
Page  One  redesign,  Steiger  says,  “I  think 
our  readers  are  seeing  it  the  way  we  did. 
This  is  not  a  transformation  of  the  soul  of 
the  paper  —  it’s  adapting  to  reality.  We 
didn’t  want  to  be  the  first  paper  with  color, 
or  the  second,  or  the  tenth  or  the  fiftieth 
or  the  hundredth.  But  it’s  part  of  the  idiom 
that  everyone  uses.  It’s  not  about  making 
the  paper  prettier  —  it’s  about  making  the 
paper  easier  to  use.”  It  better  be:  The 
changes  of  April  9  m^u•ked  the  culmination 
of  four  years  of  planning  and  an  investment 
of  $225  million  by  Dow  Jones. 


of  the  building’s  structural  j  ^  ~ 
and  environmental  safety.  I  / 

The  goal  is  this  August.  But 
it  will  be  strange.  J 

“When  we  moved  into  that 
building,  we  were  one  of  the  first  tenants, 
and  it  was  lonely,”  Steiger  says.  “And  it 
wasn’t  a  great  place  to  be.  Then  Battery 
Park  City  [a  nearby  residential  develop¬ 
ment]  made  it  one  of  the  nicest  parts  of 
New  York.  When  we  go  back,  we  know:  It’s 
not  going  to  be  one  of  the  nicest  places  in 
New  York.  It  will  be  difficult  for  some 
people,  a  lot  of  our  people.  I,  myself,  will 
never  forget  seeing  people  jumping  or 
falling  from  those  towers.  But  I  feel  a 
certain  responsibility,  that  it’s  got  to  be  safe, 
but  also  to  not  let  terrorists  decide  who’s 
going  to  be  where  in  Manhattan.  And  to  do 
our  part  to  help  rebuild  lower  Manhattan.” 

The  Journal,  however,  has  always  been 
decentralized,  given  the  worldwide  scope  of 
coverage  provided  by  its  well-staffed 
bureaus.  Complementing  its  Asian  and 
European  editions,  the  U.S.  product  is 
printed  in  some  17  regional  locations. 

That  helped  the  paper  to  publish  on  Sept. 
12,  as  a  squadron  led  by  Dow  Jones’  Chief 
Technology  Officer  Bill  Godfrey  turned  the 


Looking  homeward 

Steiger  hopes  to  lead  his  troops  back  to 
their  headquarters  on  Liberty  Street,  once 
he  and  his  bosses  at  Dow  Jones  are  assured 


D1H:  2.74-megapixel  CCD/D1X:  5.47-megapixel  CCD  •  Features  new  algorithm  to 
ensure:  precise  exposure  control,  adaptive  auto  white  balance  control,  optimal  color  accuracy 
•  Picture  noise  is  minimized  even  in  high-sensitivity  range:  ISO-equivalent  sensitivity  range 
D1H:  200-1,600/  D1X:  125-800  •  Continuous  shooting  mode:  D1H:  approx.  5  homes 
per  second  for  up  to  40  consecutive  shots/DIX:  approx.  3  frames  per  second  for  up  to 
9  consecutive  shots  •  IEEE 1394  interface  with  enhanced  transfer  speed. 

Nikon  DIh/x  Digital  SUt  Camera  Set:  Dl  Camera  Body,  lN-4  Battery  Pack,  MH-16  Quick  Charger,  Video  Coble,  Nikon 
View  DX  Browser,  Neck  Strap,  Instruction  Manual,  Nikon  limited  One  Year  Warranty  Document.  Lens  Sold  Separately. 


National  Newspaper  Supply 


A  DIVISION  OF  NATIONAL  GRAPHIC  SUPPLY 


JUNE  10,  2002  EDITORS!  PUBLISHER  21 


www.editorandpublisher.com 


company’s  South  Brunswick,  NJ.,  offices  — 
then  occupied  by  what  Felicity  Barringer 
of  The  New  York  Times  called  “mostly  back- 
office  and  accounting  professionals,  not 
journalists”  —  into  a  newsroom.  The  ad  hoc 
transformation  was  swift  and  effective. 

“Remember,  fully  half  of  our  reporters 
aren’t  in  New  York,  anyway,”  Steiger  says. 
“We  have  a  San  Francisco  bureau  with  nearly 
20  people,  a  Los  Angeles  bureau  with  almost 
as  many,  Chicago  has  a  dozen. ...  We’re  not  a 
New  York  paper,  we’re  a  U.S.  newspaper  and 
more  and  more  global  all  the  time.” 

Just  a  few  weeks  ago,  work  was  completed 
on  a  state-of-the-art  newsroom  in  South 
Brunswick,  where  the  copy-editing  and 
pagination  for  all  editions  of  the  Journal  are 
now  and  will  continue  to  be  located.  “It’s  a 


very  ambitious  operation,”  Steiger  observes, 
“and  having  an  appropriate  collaboration 
with  those  folks  when  you  can’t  just  look  up 
and  shout  at  them,  it’s  going  to  be  a 
challenge.  But  we’ll  do  it.” 

Spl  i  t  pc  rso  nii/ifi  cs 

The  Journal  has  been  facing  that 
challenge  in  the  diaspora  since  Sept.  11. 
Steiger’s  New  York  journalists  are  in  a 
different  part  of  the  city  than  the  “Opinion” 
staff,  its  temporaiy  quarters  being  on 
Seventh  Avenue,  in  the  Garment  District. 

The  distance  between  the  two  staffs  is  as 
meaningful  as  it  is  symbolic.  Steiger,  as 
managing  editor  of  the  newspaper,  reports 
directly  to  Peter  K  Kann,  publisher  of  the 
paper  and  chairman  and  CEO  of  Dow  Jones. 


The  opinion  pages  are  run  by  the  news¬ 
paper’s  editor,  Robert  L.  Bartley,  and  Paul 
A.  Gigot,  editor  of  the  editorial  page.  They, 
too,  report  to  Kann. 

The  opinion  pages  are  not  under  Steiger’s 
purview,  so  he  is  not  the  one  to  praise  or 
curse  for  the  foaming  at  the  mouth  over  the 
sins  of  Bill  Clinton  and  all  the  other  “left¬ 
wingers”  who  don’t  toe  the  Journal's  “free 
markets,  free  people”  party  line.  When  a 
reporter  tells  Steiger  that  his  young  children 
sometimes  watch  the  editorial  staff  s  weekly 
Friday-night  program  on  CNBC,  Steiger 
chuckles:  “Getting  subsumed  with  all  this 
right-wing  stuff,  eh?” 

More  seriously,  Steiger  clarifies  the 
unusual  distinction  between  opinion  and 
news  at  the  Journal.  “The  difference  between 
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the  Journal  and  The  New  York  Times  is  that 
the  tone  of  their  editorial  page  is  more  close¬ 
ly  aligned  with  their  news  pages,”  he  says. 

“Our  editorial  page  is  unusual  in  American 
journalism  in  that  it  is  one  of  the  few  that 
actually  sells  newspapers.  It  has 
a  strong  following,  but  it  [  ~— 
also  has  people  who  hate  it.  I  __ 

“Some  of  our  readers  will  |  y«i  c«n  >»  " 

write  me  and  say,  ‘Have 
your  reporters  read  your 
editorial  page!’  And  other 
people  wrote  Bob  and  Paul 
and  said,  ‘How  can  you  treat 
President  Clinton  so  uncon- 
»nably?’  But  that’s  all  fine. 


associate  managing  editor  (1983),  then  as 
deputy  managing  editor  (1985).  He  has  been 
the  managing  editor  since  1991. 

Steiger  is  said  to  have  flirted  with  leaving 
the  Journal  in  1999,  when  he  was  offered  the 
—  presidency  of  CNNfh, 

'  ultimately  turning  down  a 
”  \  reported  $l-million-a-year 

offer.  Steiger  has  won  three 
Gerald  Loeb  awards  and 
two  John  Hancock  awards 
for  his  own  business  and 
economics  writing, 
and  the  Journal  has 
.  won  12  Pulitzer  Prizes 
during  his  time  as 
^  managing  editor. 


global  reporting  staff  '  ^ 

“Because  of  tight  economic  \  i  / 

times,  I  haven’t  been  able  to  ^  ^ 
fill  some  of  the  vacancies  i.  ^ 

overseas,”  he  says.  “I  feel  it 
pressing  in  on  me  right  now.” 

The  other  area  where  Steiger  would 
increase  coverage  is  health,  broadly  defined: 
“That  is  a  perfect  terrain  for  us:  legislation 
issues.  Medicare/drug  benefits,  drug  prices, 
all  those  issues  playing  off  against  each  other. 
That  makes  for  a  tremendous  coverage 
domain  of  interest  to  everybody,  but 
business  and  upper-income  people  have 
more  choices  to  make,  and  that’s  our  natural 
audience,  so  that’s  an  area  we’re  expanding 
significantly  even  under  this  tough  economic 
environment,  and  well  continue  to  expand 
that  in  the  future.” 

But  “Personal  Journal”  and  “Weekend 
Journal”  and  the  demographic  reach  the>’ 
represent  are  keys  to  building  the  Journal 
franchise,  making  it  a  newspaper  you  take 
home  instead  of  leaving  at  the  office.  Steiger 
bases  this  approach  on  personal  experience. 

“I  never  ev'en  read  The  Wall  Street  Journal 
until  the  day  before  my  first  job  interview,” 
Steiger  says,  referring  to  that  day  back  in 
1966.  Despite  his  lack  of  familiarity  with  the 
product,  he  got  the  job. 

“My  father  was  comptroller  of  a  small 
publishing  company,”  says  Steiger,  who  grew 
up  in  suburban  Stamford,  Conn.,  “and  when 
he  came  home  from  work,  he  brought  four  or 
five  newspapers  —  The  New  York  Times,  the 
World-Telegram  CJ  Sun,  the  Daily  News,  and 
sometimes  the  Joumal-American  and  the 
Herald  Tribune.  The  Wall  Street  Journal 
wasn’t  one  of  them.”  However,  he  hastens  to 
add,  “If  The  Wall  Street  Journal  is  around 
people’s  households,  the  next  generation  is 
more  likely  to  pick  it  up.”  11 
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You  get  two  newspapers  for 
the  price  of  one.” 


Home  delivery 

On  his  wish  list, 
Steiger  would  like  to 
see  “The  Wall  Street 
Journal  Sunday”  —  an 
insert  carried  by  60 
newspapers  with  a 
combined  circulation 
of  more  than  10  million, 
according  to  a  Dow 
Jones  spokesman  — 
increase  its  exposure.  “It’s 
something  that  just  got 
started  a  couple  of  years 
ago  [in  September  1999],  and  I  think  it’s  a 
real  sleeper,”  Steiger  says.  “It  takes  advantage 
of  our  ability  to  cover  personal  finances  and 
markets,  whereas  it’s  tough  for  general- 
interest  newspapers  to  devote  the  resources 
to  duplicate  that.” 

When  the  budget  for  overall  editorial  is 
replenished  as  the  economic  recovery 
unfolds,  Steiger  plans  to  enhance  the  paper’s 
international  coverage  by  expanding  the 


A  'sports  freak'  ' 

There  aren’t  many  personal  | 

effects  in  Steiger’s  temporary  ;  j 

office,  but  one  curiosity  j  j 

stood  out:  an  Allen  Iverson  |  ? 

bobblehead  doll,  a  gift  from  a  u  ^ 

colleague  in  South  Brunswick.  I  I 

“We  call  Paul  our  ‘executive  4^ 
sports  editor,’  ”  Lipman  says  j 

(the  paper  has  no  such  4^'  ^ 

position).  Steiger  calls 
himself  “a  sports  freak.”  [_ 

He’ll  watch  anything,  even 
jai  alai,  “for  20  minutes  or  so.” 

Although  it  seems  that  Steiger  has  been 
at  the  Journal  forever  —  in  fact,  almost  20 
years  —  he  once  left  the  paper  for  another 
job.  A  Yale  University  graduate,  he  became  a 
reporter  in  tJve  Journal's  San  Francisco 
bureau  in  1966,  then  jumped  to  the  Los 
Angeles  Times  in  1968.  Steiger  was  named 
the  L.A.  Times’  business  editor  in  1978 
before  going  back  to  the  Journal,  first  as 
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From  paperboy  to  press  maker 


Ghormley  (above, 
with  his  P-51) 
hired  Kitchens 
(left)  in  1950  and 
added  his  name  to 
Vanguard  patents. 
“He  didn’t  have 
to,”  said  Kitchens. 


Engineer’s  web  offset  press  kept  newspaper  publishers  printing 


er’s  death.  “Killick  really  had  the  idea,  but 
Staley  McBrayer  developed  [the  idea],” 
he  said.  Still,  McBrayer  never  could  have 
designed  or  built  the  Vanguard,  he  added. 

Killick  and  Kitchens  were  made 
shareholders  in  Offset  Process  Inc.,  though 
the  latter  continued  working  for  Ghormley. 
An  engineering  aide  at  the  U.S.  Bureau  of 
Reclamation  who  later  spent  seven  years  at 
General  Dynamics,  Kitchens  had  joined 
Ghormley  in  1950,  primarily  in  parts 
design.  For  a  long  time,  the  two  men  were 
the  entire  company,  he  said. 

In  addition  to  being  owner  of  Ghormley 
Engineering  and  Manufacturing  Corp., 
Ghormley  was  a  large  shareholder  in  Offset 
Process  Inc.  and  co-owner  of  two  other 
companies,  all  acquired  by  Harris-Intertype 
Corp.  when  it  bought  the  Vanguard 
business  in  1963.  Ghormley  left  Harris  after 
about  two  years;  Kitchens  stayed  for  20. 

Still  in  Fort  Worth  and  soon  to  celebrate 
his  85th  birthday.  Kitchens  said  he  led  the 
development  team  for  presses  that  evolved 
from  the  original  Vanguard  design.  After 
retiring  in  1983,  he  worked  on  contract  for 
Harris  for  four  more  years. 

The  year  Harris  bought  the  companies, 
McBrayer  and  the  buyer  of  Ghormley's  first 
press  combined  businesses  and  sold  a  large 
stake  in  their  merged  enterprise  to  A.H. 
Belo  Corp.  In  1965,  McBrayer  sold  his 
interest  and  bought  papers  elsewhere  in 
Texas,  while  Ghormley  was  elected  mayor 
of  a  Fort  Worth  suburb.  He  died  two  years 
later,  at  age  42,  when  his  P-51  Mustang 
fighter  plane  stalled  and  crashed  near 
Brownwood,  Texas.  11 


Kitchens, 
held  its  patents. 

Ghormley  “had  added 
me  to”  his  patent  filings. 
Kitchens  said  last  month.  “He 
didn’t  have  to.” 

In  a  1991  interview  after  the  American 
Newspaper  Publishers  Association  honored 
him  for  developing  the  Vanguard,  Mc¬ 
Brayer  identified  Ghormley  as  the  one  who 
engineered  the  press.  McBrayer  and  Killick 
had  outlined  the  original  specifications, 
tested  the  prototype,  and  bought  the  second 
press  made  by  Ghormley’s  company,  but 
the  retired  publisher  would  deny  inventing 
the  Vanguard.  “Staley  McBrayer  came  up 
with  something  great  —  there’s  no  question 
about  it,”  Kitchens  told  E^P  after  McBray- 
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The  newly  independent  Women’s  Enews  is  filling  a  coverage  gap 

BY  DAVE  ASTOR 

WOMEN’S  Enews  started  two  years  ago  this 
month  because  it  felt  the  media  —  including 
U.S,  daily  newspapers  —  weren’t  covering 
women’s  issues  often  enough  or  well  enough. 

If  interest  in  the  Web-based  news  service  is 
any  indication,  this  feeling  was  correct. 

The  number  of  people  subscribing  to  Women’s 
Enews  content  rose  to  more  than  7,000  today 


from  2,000  early  last  year.  And  visitors  to 
the  service’s  site  (http://www.vs^omens 
enews.org)  increased  to  42,411  this  March 
from  10,978  in  January  of  last  year. 

“Our  market  research  indicates  that  we’re 
reaching  nearly  a  million  readers  a  month 
—  because  so  many  readers  forward  our 
stories  to  so  many  other  readers  —  and  that 
doesn’t  count  the  newspapers  that  reprint 
us,”  said  Women’s  Enews  Editor  in  Chief 
Rita  Henley  Jensen. 

Women’s  Enews  content  has  run  in,  or 
sparked  ideas  for  the  Los  Angeles  Times, 

The  Washington  Post,  the  Chicago  Tribune, 
and  a  number  of  other  papers. 

The  service  sees  media  usage  of  its 


content  increasing 
since  becoming  an 
independent  entity 
this  winter.  It 
launched  on  June 
15, 2000,  as  a  pro¬ 
gram  of  the  NOW 
Legal  Defense  and 
Education  Fund. 

Jensen  said 
Women’s  Enews 
content  is  journal¬ 
istic,  but  some 

media  outlets  considered  it  advocacy  before 
the  service  went  independent. 

The  service’s  60  or  so  free-lance  corre- 


et  cetera  . . . 

The  Buffalo  (N.Y.)  News  won’t  replace 
Tom  Tales  when  he  moves  to  The 
Washington  Post  next  month.  News 
Editorial  Page  Editor  Gerald  Goldberg  said  the 
paper  is  trying  to  save  money,  and  the  only 
imminent  hires  are  two  reporters.  “I’m 
disappointed,  but  in  bad  times  you  have  to 
make  tough  choices,”  said  Goldberg.  The  News 
will  still  run  syndicated  cartoons  (including 
Tales’  Post  work  from  Universal  Press 
Syndicate)  and  possibly  use  free-lance  local 
cartoons.  And  it  might  hire  a  staff  cartoonist 


when  the  economy  improves.  The  Association 
of  American  Editorial  Cartoonists  wrote  the 
News  to  express  its  dismay  with  the  decision. 
“Editorial  cartoonists  sell  newspapers.  The 
enormous  success  of  Tom  Tales  should  tell 
them  that,”  said  AAEC  President  Scott  Stantis 
of  The  Birmingham  (Ala.)  News  and  Copley 
News  Service.  He  said  the  Buffalo  News  could 
hire  a  young,  less-expensive  cartoonist  who’d 
grow  on  the  job.  Toles,  who  succeeds  Herblock 
at  the  Post,  joined  the  Buffalo  News  in  1982. 
...  The  May  30  installment  of  the  Jeopardy  TV 
game  show  had  a  category  on  winners  of  the 
National  Cartoonists  Society’s  Reuben  Award. 


spondents  write  stories  on  such  topics  as 
women  political  candidates,  how  govern¬ 
mental  actions  affect  women,  women  in 
media,  women’s  earnings  relative  to  men’s, 
and  abortion  rights.  There  are  also  Op-Ed 
columns,  including  a  recent  piece  about  a 
gender-neutral  Bible.  And  the  site  includes 
the  “Sylvia”  comic  by  Nicole  Hollander  of 
Tribune  Media  Services. 

Some  media  —  such  as  women’s 
magazines  —  heavily  cover  subjects  such  as 
fashion,  weight  loss,  and  home  decorating 
while  devoting  minimal  space  to  more 
serious  issues.  For  Women’s  Enews,  “it’s  got 
to  be  more  than  drapes,”  quipped  Jensen. 

Why  doesn’t  the  commercial  media  cover 
women’s  issues  better?  Jensen  said  one 
reason  is  the  way  journalists  rely  on  the 
police,  the  government,  and  other 
traditional  sources  for  news.  Women’s 
Enews  taps  other  kinds  of  sources, 
including  nongovernmental  organizations. 

Another  reason  is  that  there  are  fewer 
women  than  men 
at  newspapers. 
Jensen  cited  Amer¬ 
ican  Society  of 
Newspaper  Editors 
statistics  indicating 
that  about  two  of 
three  newsroom 
supervisors  and 
60%  of  reporters 
are  male.  She 
added  that  only 
about  15%  of  Op- 
Ed  columns  are 
written  by  women. 

“Women  aren’t 
getting  all  the  facts 
of  their  lives,”  said  Jensen,  a  situation  that’s 
not  only  unfair  but  doesn’t  help  a  media 
outlet’s  bottom  line.  “Women  make  many 
of  the  decisions  on  what  to  buy,  advertisers 
are  wondering  if  their  ads  are  effective,  and 
newspapers  are  losing  women  readers,”  she 
said.  “We  can  provide  a  service.” 

The  nonprofit  Women’s  Enews  —  which 
has  won  four  journalism  awards  —  allows  a 
media  outlet  to  publish  its  content  twice  for 
free  and  then  charges  a  fee.  Money  also 
comes  from  sources  such  as  foundation 
grants  and  individual  contributions. 

Henley’s  background  includes  attending 
Columbia  University’s  Graduate  School  of 
Journalism,  reporting  for  the  old  Paterson 
(N  J.)  News,  serving  as  senior  writer  for  the 
National  Law  Journal,  and  helping  to 
found,  in  the  1970s,  a  battered-women’s 
shelter  in  Columbus,  Ohio.  0 
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Now,  newspapers  need  to  investigate  the  nuns’  stories 


WHEN  WILL  THE  NUN  STORIES  SURFACE  AGAIN?  | 

Who  will  report  on  the  nightmarish  tales  I 
from  Africa,  Asia,  Europe,  Latin  America,  and  j 
the  United  States  disclosing  how  priests 
raped  or  seduced  nuns,  impregnated  them, 
and  encouraged  some  of  them  to  have  abortions.  I 

What  newspaper  will  turn  loose  its  investigative  reporters  to  i 
track  the  alleged  priestly  predators  who  have  been  hidden  away  in 
the  cloistered  corners  of  the  Roman  Catholic  Church? 

What  TV  network  newscast  will  fix  its  cameras  on  this  scandal 


involving  the  violation  of  so  many  inno¬ 
cent  women  who  are  afraid  to  speak  out 
publicly  and  whose  families  are  horrified? 

“If  those  priests  had  been  doctors  or 
lawyers,  they  would  have  had  to  face 
criminal  charges,”  said  Sister  Mary  Ann 
Cunningham,  who  heads  the  National 
Coalition  of  American  Nuns, 
a  respected  grassroots 
organization  based  in  Denver. 

“It  was  just  so  cowardly  for 
those  priests  to  pick  on  those 
poor  young  nuns.  And  the 
higher-ups  who  covered  up  the 
sins  of  those  priests  should  be 
held  accountable,  too.” 

Sister  Cunningham,  waging 
her  war  against  the  predatory 
priests  from  a  wheelchair,  is 
certain  the  mainline  media’s  fear  of  being 
labeled  anti-Catholic  has  helped  the 
church  cover  up  the  sexual  abuse  of  the 
nuns.  “A  lot  of  us  don’t  read  the  regular 
newspapers  any  more  because  they  just 
aren’t  doing  their  jobs,”  she  said.  “The  only 
ones  willing  to  go  after  the  truth  are  those 
alternative  publications.” 

The  National  Catholic  Reporter,  a  non¬ 
profit,  45,809-circulation,  weekly  paper 
read  in  93  countries,  alerted  the  world  to 
the  nun  scandal  with  a  Page  One  story  on 


1  March  16  of  last  year.  The  Vatican  con- 
!  firmed  that  there  was  a  “problem”  involving  j 
I  priest-nun  relationships,  but  insisted  it  was 
I  confined  to  Africa  and  has  since  kept  its 
thoughts  on  the  scandal  to  itself. 

But  the  nev^^paper’s  two-year  investi¬ 
gation,  citing  five  reports  written  by  several 
nuns  and  a  priest,  traced  the  | 
abuse  of  nuns  from  1988  to  ! 
1998  in  23  countries,  including  ! 
the  United  States,  Italy,  { 

Ireland,  India,  and  Brazil.  The  j 
other  countries  named  in  the 
stoiy  were  Botswana,  Burundi,  | 
Colombia,  Ghana,  Kenya,  | 

Lesotho,  Malawi,  Nigeria,  j 

Papua  New  Guinea,  the 
Philippines,  Sierra  Leone, 

South  Afnca,  Tanzania,  Tonga,  j 
Uganda,  Zaire,  Zambia,  and  Zimbabwe.  | 

“When  we  first  broke  it,  people  covered  ! 
our  coverage,”  said  Tom  Roberts,  editor  j 

of  the  National  Catholic  Reporter.  I 

“Incredibly,  the  Vatican  confirmed  it  on 
its  Web  site.  But  then  it  just  dropped  ofi* 
the  media’s  radar  screen  after  9/11.” 

The  story  was  confirmed  at  numerous 
private  church  conferences,  but  has  never 
been  discussed  at  any  public  forums,  i 

according  to  Roberts  and  church  sources.  1 
It  was  this  official  silence  that  last  fall  ! 


prompted  the  National  Coalition  of 
American  Nuns  to  ask  the  Vatican  for  a 
public  response  to  the  violation  of  the  nuns. 
“It  is  evident  that  silence  merely  encourages 
the  oppressor  and  allows  the  evil  to 
continue  unabated,”  the  coalition  told  the 
Vatican  in  a  letter  released  to  the  press. 

That  public  plea  to  the  Vatican  for 
justice  sounded  like  a  reprise  of  the 
painful  cries  for  help  made  over  the  years 
by  young  boys  whose  sexual  abuse  at  the 
hands  of  priests  are  now  filling  up  the 
nation’s  court  dockets  and  news  pages. 

“We  did  a  lot  of  reporting  to  substanti¬ 
ate  the  reports  we  had,”  said  Roberts.  “We 
interviewed  dozens  of  nuns,  and  what  we 
learned  was  that  people  were  hurt  in  sig¬ 
nificant  ways  and  in  significant  numbers.” 
But  the  small  weekly  in  Kansas  City,  Mo., 
doesn’t  have  the  resources  to  track  down 
the  stories  in  this  country  and  on  this 
continent  that  would  win  back  American 
media  interest  in  the  abuse  of  the  nuns. 

“Even  we  couldn’t  find  any  religious 
superiors  who  would  give  us  any  infor¬ 
mation  on  what  happened  in  the  United 
States,”  said  Roberts.  “That  is  not  unusual. 
The  nuns  don’t  want  to  hurt  the  church. 
Some  of  them  might  still  be  working  for 
the  priests  who  assaulted  them.” 

The  European  media  picked  up  the  stoiy, 
but  did  nothing  to  advance  it.  “Journalists 
I’ve  spoken  with  in  Europe  tell  me  that  they 
don’t  have  the  kind  of  press  or  judicial 
system  to  push  these  kind  of  issues,” 

Roberts  said.  “And  so  the  story  has  died.” 

The  National  Catholic  Reporter  inves¬ 
tigation  by  John  L.  Allen  Jr.  and  Pamela 
Schaeffer  disclosed  that  nuns  in  Africa 
were  targeted  by  priests  worried  about  the 
AIDS  epidemic  ravaging  the  continent. 

To  this  day,  the  Vatican  has  refused 
to  identify  any  of  the  predatory  priests 
and  won’t  say  if  any  of  them  has  been 
disciplined,  defrocked,  or  charged  with  a 
crime.  It  is  a  position  that  has  distressed  at 
least  one  church  leader. 

The  Rev.  Nokter  Wolf,  a  Benedictine 
abbot,  said  the  desecration  of  the  nuns 
cited  in  the  various  reports  was  a  problem 
wider  than  some  church  leaders  would 
like  to  think.  “How  much  it  happens, 
what  the  numbers  are,  I  have  no  way  of 
knowing,”  Wolf  told  the  National  Catholic 
Reporter.  “But  it  is  a  serious  matter,  and 
we  need  to  discuss  it.”  11 
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NEW  DAWN 

MANUFACTURING 

16001  Trade  Zone  Avenue 
Upper  Marlboro,  MD  20774 
Phone:  301-218-7100 
Fax:  301-218-7150 
E-mail:  bert.wendorf@daycon.com 

INK-B-GONE  pressroom  cleaner,  an  economical 
innovation  from  New  Dawn,  cleans  solvent,  soy, 
and  water  based  inks  from  hard  surfaces  and 
will  not  harm  employees  or  the  environment. 
This  product  is  biodegradable,  water  dilutable, 
and  pH  Neutral. 


SAP  America,  Inc. 

3900  West  Chester  Pike 
Newtown  Square,  PA  19073 
610-661-1000 
www.sap.com/media 
Email:  bernd.kutz@sap.com 

NEXPO  BOOTH  #908 

SAP  will  be  showcasing  the  mySAP  Media 
solution,  an  integrated  software  system  including 
ad  and  circulation  management,  financials, 
controlling,  purchasing,  human  resources  and 
CRM.  Stop  by  for  a  demo  and  register  for  a 
free  digital  camera! 


WIFAG 


Mr  Joe  Ondras,  Vice  President  Sales 
WIFAG  USA 
640  Gunby  Road 
Marietta,  GA  30067 
Phone: +1  770  850-8511 
Fax:  +1  770  850-8550 
E-Mail:  JOEatWIFAG@aol.com 
www.wifag.ch 

WIFAG  offers  the  OF  370  totally  shaftless  press 
with  flying  plate  change  (PCU)  and  page  count 
changing  (PCU-t-).  The  OF  370  can  be  configured 
with  4  or  5-high  towers  or  the  6-high  tower, 
which  can  print  a  complete  48-page  newspaper 
with  16  pages  of  full  color. 


ACTIVE 


Mactive  Inc. 

Lynn  Yawn,  Vice  President  of  Sales 
lynn.yawn@mactive.com 
(321)  254-5559 


Harris  fiaseview' 

THE  MEDIA5PAN  PUBLISHING  DIVISION^ 


Melbourne,  Florida 
(321)  242-5000  •  www.jazbox.com 

Ann  Arbor,  Michigan 
(734)  662-5800  •  vvvvw.baseview.com 


800  East  Oak  Hill  Drive 
Westmont,  IL  60559-5521 
630.920.2000 
www.manroland.com 


NEXPO  BOOTH  #1000 

Maaive  Inc.  provides  fully  integrated  advertising 
systems  for  the  publishing  industry,  serving 
small  to  large  newspapers  as  well  as  magazines. 
AdBase  offers  PC,  Internet,  wireless  PDA  and 
nomadic  client  order  entry,  classified  pagination, 
accounts  receivable  and  more. 


NEXPO  BOOTH  #1046 

Baseview  and  Harris  fulfill  all  your  print  and 
online  publishing  needs.  Our  new  CirculationPro 
runs  on  several  systems,  including  Macintosh  OS 
X,  Windows  and  Solaris.  Along  with  editorial, 
advertising,  production  and  circulation  solutions, 
we  also  offer  full-featured  Web  hosting. 


NEXPO  BOOTH  #2601 

MAN  Roland  is  the  world's  market  leader  in 
web  press  and  newspaper  printing  technology. 
That  gives  us  the  power  to  custom  create  a 
pressroom  that  will  precisely  meet  all  of  your 
production  requirements. 


fll 

The  Austin  Company 
Mike  Pusich, 

V.  P.  Austin  Newspaper  Group 
800.333.0780  x789 
wvvw.theaustin.com 


NEXPO  BOOTH  #2101 

The  Austin  Company  offers  end-to-end  facility 
services  for  the  newspaper  industry  including: 
planning;  site  location;  transportation/distribution 
consulting;  design;  engineering;  and  construction. 
Projects  include  new  construction,  renovation  and 
expansion  of  printing,  distribution,  office  and 
support  space. 


IKS 

Mike  Shafer 
Phone:  (972)  437-4466 
Fax:  (972)  437-5858 
sales@tkspress.com 
www.tksusa.com 
1201  Commerce  Drive 
Richardson,  TX  75081 


NEXPO  BOOTH  #1931 

The  TKS  ColorTop  product  line  includes  the 
ColorTop  7000  printing  at  85,000  CPH  and  the 
ColorTop  3100  singlewide  press  which  prints 
at  51,000  CPH.  Additionally,  TKS  can  add  our 
shaftless  towers  to  your  existing  press  and 
upgrade  your  inking  system  to  Digital  Ink  Pumps. 


MGl 

^^^INTERNATIONAL  INC 

1800  Chapman  Avenue 
Rockville,  MD  20852 
Phone:  (301)881-4242 
Fax:  (301)881-9121 


NEXPO  BOOTH  #1333 

MGl  International  Inc  will  be  exhibiting 
pressroom  pollution  control  equipment,  flexo 
ink  management,  flexo  ink  recovery  equipment, 
dust  control  and  noise  control. 

STAFFED  BY:  Art  Hamlin 


Special 

Thanks 

to  all  our 
Newspaper i 
Partners.  m 


You  have  shared  our  past  and 
made  our  100th  Anniversary 
even  better. 


We  look  forward  to  sharing  the 
future  with  you. 


al 

[ 


timeless 


im 


